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JEFFERSON Super-Lag Fuses 
Eliminate Needless Motor Shutdowns 


Your customers must pay men whether they 
are busy or "stopped". Unnecessary blowing of 
fuses on motor circuits causes delays that mean 
lost production. . . . You can increase your fuse 
sales by explaining how Jefferson Super-Lag Fuses 
prevent losses. 


Jefferson Super-Lag Renewable Fuses provide 
reliable, accurate protection—riding over harmless, 
momentary surges — operating positively on ex- 
tended, dangerous overloads. There is no better 
protection for electrical equipment and property— 


CONT Cha: Og. Seema a anameress 


and against payroll loss for STOPPED TIME. There t 
is no better way to increase your fuse sales than f 
pushing Jefferson Super-Lag Renewable Fuses. ‘ 


Made in all capacities — knife-blade and ferrule 


types. 
Fuse Chart—FREE 


A handy guide to selection of proper size fuses at a glance, for 
the adequate protection of mot Ask for Fuse Chart No. 19 












JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
the Super-Lag link. This plate retards the 


normal fuse action, provides a time interval J EI F SON 
or lag. This time-lag prevents the fuse from a 


blowing on harmless temporary overloads— eI a 
saves needless shutdowns and link replace- u RENEWABLE FUSES 
ments. 





The secret of Jefferson Super-Lag perform- 
ance lies in the lag plate which is a part of 

















pec 1° 1834 ©cip 244807 ' 


i 


Li oe 
——— ref ke) ese 


‘ormerly Vre Jobber'’s Salesman 


E. T. ROWLAND, Editor 





us. 


CODE 








A MAGAZINE FOR THE WHOLESALE ELECTRICAL DISTRIBUTOR AND HIS SALESMEN 


CONTENTS FOR DECEMBER, 1934 


Volume XV Number 12 
PAGE 
Tieing in with FHA—An Editorial...................... 3 
A Threefold Responsibility—By F. R. Eiseman............ 5 


The New Approach to Better School Lighting—By Dean M. 
Ce of oo Ie <P ee 6 


Lighting Equipment Recommended for Wholesalers’ Stock.. 7 





A Dealer Discusses the Electrical Wholesaler’s Salesman—An 








interview with Albert A. Miller................ceeceee- 8 
Wholesalers, Contractors and Codes—By S. G. Hepler...... 10 
TVA Models Prove Unprofitable—By Paul Severence...... 11 | 
The Position of the Wholesaler in the Electrical Industry—By 
Bi: Be. Wey... 6 ois ss REED «6 00a hb ineteeeeea, 13 | 
Warehouse Methods that Save Time..................046. 14 
The Editee’s Pawn... + «ish * ons +s Oe ea ss 15 
Men You Should Know—Melville B. Hall................. 16 
Latest Code Developments................. 21 | 
Trends in Distribution.................... 22 | 
pe i ee a 24 | 
Wholesaler Activities 2. ....0c5 ccc cee cccee 28 
Manufacturers”. News... «.. «6% + 00 2 snes +. ces 32 | 
Wats Neti... .steice.cthawee. 39, 40, 41 | 
Beiix to Advertiversys 2... ice cds sce c cues 46 





Published Monthly by 


The Electrical Trade Publishing Co., 520 No. Michigan Ave., Chicago 
330 W. 42d St., New York HOWARD EHRLICH, President 501 Guardian Bidg., Cleveland 
Member Associated Business Papers and Audit Bureau of Circulations. Also Publishers of Mill Sup- 
plies and Electrical Contracting. Subscription: U. S. $1; Canada, $2, including duty. All other 
countries, $1.50 per year. Entered as second class matter January 25, 1932, at the postoffice at 
Chicago, Illinois, under the Act of March 3, 1879. Copyright 1934—Electrical Trade Publishing Co. 














The Square D “50,000 SERIES” industrial safety 
switch. Compact design but large wiring space. 


Front operation. Positive pressure fuse clips and 
jows. Built in sizes from 30 to 200 amperes. 
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Tieing in with FHA 


the Federal Housing Administration will 

provide the electrical industry’s outstand- 
ing sales opportunity for 1935. The repair 
and modernization program is already pro- 
ducing a volume in excess of $2,000,000 a 
week. Over 11,000 lending institutions are 
participating and, up to November 23, more 
than 47,000 separate loans had been reported, 
totaling in excess of $20,000,000. Further- 
more, it is estimated that for every job receiv- 
ing a Federal loan two additional jobs are let 
on a cash basis. As early as October permits 
for additions, repairs and alterations through- 
out the country had shown a 42 per cent in- 
crease, with individual cities reporting gains 
up to 132 per cent over the previous October. 

Last month, FHA announced its plan for 
financing residential mortgages. Five per 
cent is set as the approved interest rate for 
first mortgages. The plan provides for mutual 
insurance of mortgages on existing, or new, 
dwellings up to 80 per cent of appraised value, 
on amounts not to exceed $16,000, and for 
periods up to 20 years. Every effort is being 
exerted to put this phase of the program into 
operation at the earliest possible date. 

We are advised by FHA that “develop- 
ments have demonstrated that the electrical 
industry is quite alert to its opportunities.” 
The electrical manufacturers have sent a rep- 
resentative to Washington who will spend his 
entire time in promoting cooperation between 
FHA and the electrical industry. Electrical 
products are already being featured in FHA’s 
weekly broadcasts, the one on November 13, 
for instance, was devoted to ventilating fans. 

Individual industries and individual manu- 
facturers have already benefitted handsomely 
from FHA. A prominent manufacturer of 
plumbing and heating equipment, for ex- 
ample, reports October sales 114 per cent in 


inet present indications, the program of 


excess of the same month of 1933. The im- 
portant point, however, is that this business 
did not roll in by itself. It came only because 
this firm went after it with a carefully pre- 
pared sales plan. When the FHA program be- 
came effective, salesmen had already been 
drilled in the modernization story, including 
details of financing, 34,000 contractors had 
been induced to cooperate and a national pros- 
pect list of selected home owners had been 
built up. 


DDITIONAL wiring, lighting fixtures, 

built-in ventilating fans, and perma- 
nently connected ranges and refrigerators are 
all eligible for loans under the Housing Act. 
These must be sold in competition with 
plumbing and heating equipment, roofing, 
paint and other building materials. An indus- 
try wide publicity campaign to sell the idea 
of complete home electrification has been 
suggested. The idea is excellent and should 
be carried out but it requires time to perfect 
the details and, in the meanwhile, the hous- 
ing program is gaining momentum. Coordi- 
nated local publicity, on the other hand, can 
be speedily prepared and launched in coopera- 
tion with the local representative of FHA. 
This publicity can focus attention, one at a 
time over a period of weeks, on the specific 
electrical products which are eligible for 
financing under the FHA program. Manufac- 
turers’ representatives, wholesalers, dealers 
and contractors, all concentrating on the same 
product at the same time, and supported by 
local cooperative advertising, should secure 
for the electrical industry a far larger share 
of the public’s modernization dollar during 
the months immediately ahead. 
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1935 EDISON MAZDA 


LAMP DISPLAY SERVICE 


makes hit with agents 


IT’S AHIT.. The new 1935 Edison 
MAZDA lamp display service, 
first announced November 1, has 
created a whirlwind of interest 
among jobbers and won immedi- 
ate approval with Edison MAZDA 
lamp agents everywhere. Agents 
are subscribing for this new ser- 
vice as never Defore! 


And it’s easy to get them to sub- 
scribe. Next year’s selected, pre- 
tested displays even surpass earlier 
editions which won distinction 
when they were rated highest of 
all displays in surveys conducted 
by the National Retail Hardware 
Association of Display Men. 


The high spot of the 1935 service 
...the new“ Flexilight”’ Base which 


permits unlimited, flexible display 
arrangements and innumerable 
lighting effects...has established a 
new popularity record. Leading 
merchandise and display authori 
ties have praised it highly. 


This display service will make 
your agents’ windows more at- 
tractive than ever...help them 
make more sales than ever before. 
If you haven’t yet secured all your 
better agents’ subscriptions for 
the new 1935 Edison MAZDA 
lamp display service, you'll want 
to do so immediately, to be sure 
of getting your full share of 1935 
Edison MAZDA lamp business. 
General Electric Company, Nela 
Park, Cleveland, Ohio. 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 








Use this broadside to give the com- 
op story of the new 1935 Edison 

AZDA lamp display service to your 
better agents. 


On the reverse side are shown various 


merchandising ideas. 

















HERE’S WHAT LEADING 
AUTHORITIES SAY ABOUT 


New  FLEXILIGHT”’ Base 


A nationally known display authority: “This 
strikes me as being one of the most ingen- 
ious devices I have ever seen.” 


The editorial director of an electrical trade 
paper: “The ‘Flexilight’ Base seems to have 
the most interesting possibilities of any 
window display that has ever come to my 
attention.” 


The promotion manager of one of the coun- 
try’s largest department stores: “It is a 
mighty clever device, and I think it marks 
a big step forward in this type of display. 
Certainly it ought to get results.” 
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A Threefold Responsibility 


NEWA, district code commissions and local wholesaler associa- 
tions each have a single objective, the welfare of the electrical 
wholesaling industry. Each has its particular task to perform 
and each requires the full support of every electrical wholesaler 


By F. R. EISEMAN 


Secretary-treasurer, 
Revere Electric Co., Chicago 


URING recent months 
[.) much, has been accom- 
plished in developing a 
spirit of unity and cooperation 
within the electrical wholesal- 
ing industry. “The United 
F. R. Eiseman Front” became a reality at 
Detroit in October. Sessions of both the NEWA and 
the National Council were dominated by a unity of pur- 
pose and a cooperative spirit that augurs well for the 
future. 

Nevertheless, Detroit marks but the beginning. This 
new spirit—this united front—must be extended to in- 
clude every electrical wholesaler in every wholesaling 
center if we are to gain full benefit from the new oppor- 
tunities afforded by the codes. 

Forty-two District Code Commissions have been set 
up and are now starting to function. These commissions 
should supply the keystone in each district around which 
the industry, locally, can develop the same cooperation 
and unity of purpose which was so evident at Detroit. 

Over 200 active electrical wholesalers, working to- 
gether on mutual problems and exchanging local view- 
points from coast to coast, are certain to further weld 
opinion and unify the industry. As legally constituted 
bodies these commissions can not replace a properly man- 
aged local wholesaler association. But, because they are 
clothed with the authority of government, they can ac- 
complish much which is beyond the scope of a voluntary 
organization. 

The primary function of the local wholesaler associa- 
tion is market stabilization. Dealing through a manag- 
ing director, who is not himself a wholesaler and who, 


tA 


as a disinterested third party, can 
vouch for the integrity of those whom 
he represents, these local groups can 
effectively deal with competition which 
even the manufacturers themselves 
have been unable to handle. Market 
stabilization is likewise the primary 
purpose of the National Council. The Council and the 
local associations can function faster and more efficiently 
than can NEWA. Also they are in a position to create 
sentiment against the policies of large manufacturers 
when these policies are contrary to the best interests of 
the wholesaling trade. Because of this, they are of very 
definite value to the entire industry. 

As a matter of fact, I look upon my recent election to 
the chairmanship of the Executive Committee of 
NEWA, not as recognition of any unusual personal 
ability or accomplishment, but rather as recognition of 
the efforts of the Chicago Electrical Wholesalers’ Asso- 
ciation during the past few years to place the business of 
electrical wholesaling upon a more sound basis. 

Code commissions and local associations, however, can 
never take the place of a strong national association. 
Membership in NEWA now stands in excess of 500, an 
all-time high. More members are needed, however. 
Every electrical wholesaler must abide by his code and 
he should affiliate himself with the official association of 
his industry. The cost is nominal, compared with for- 
mer years, because the greater part of the association’s 
expenses have been assumed by the Code Authority and 
will be met through code assessments. 

Through its commodity committees, NEWA is per- 
forming a very necessary function in dealing with manu- 
facturers. In the future these committees will meet 
more frequently and accomplish even more than in the 
past. Every electrical wholesaler should not only place 
his problems before these committees, but he should also 
stand ready to do his share by serving upon at least one 
of them. 

Wholehearted support of the NEWA, local wholesaler 
associations and code commissions is a threefold respon- 
sibility. Working in close harmony, these groups can 
develop an industry unity that should mark a new era 
of prosperity for the electrical wholesaler. 











By DEAN M. WARREN 


Engineering Dept., General Electric Co. 
Nela Park, Cleveland, Ohio 


HEN one considers that 50 to 80 per cent of our 
WY sic is acquired through the sense of sight, 
the subject of good illumination becomes a mat- 
ter of more than academic interest. The relation of illumi- 
nation to the comfort and efficiency of the human machine 


is so important that it deserves the serious attention of the 
school executive. Amid all our revolutionary stages of 


The New Approach to 
Better School Lighting 


Six million children afford a market for lighting equipment which 
the wholesaler cannot afford to overlook, especially when one-third 
of these pupils are retarded by poor lighting in their schools 


educational technique it is 
a regrettable fact that our 
educational industry has 
not provided better seeing 
for our most active period 
of learning. 

A good system of artifi- 
cial light facilitates seeing, 
is constant in quantity and 
unvarying in its effect on 
the eye. It favors no class- 
room location and handi- 
caps no student in his seat 
location. 

Good lighting is insur- 
ance against eyestrain and 
also checks increases in eye defects. 

At the age when most children start to school, it is 
probable that not over 5 per cent of them have defective 
vision. By the time they have finished their public school 
course, however, surveys show that an additional 20 per 
cent have acquired eye defects. 

About 6,000,000 school children are retarded each year. 
Of this number the Eyesight Conservation Council esti- 
mates that one-third are retarded because their eyesight 
is neglected. 

The cost per pupil enrolled in elementary and secondary 
schools amounts to $86.77. In a typical large city, the 

actual lighting cost per pupil amounted to 63 cents 
or less than one per cent per pupil. 





Footcandle Standards 


Type of Interior Footcandles 


PRIVATE AND GENERAL OFFICES 


UNE Ss somites ch cos sc etipce ce eaee 20 
cg hig en , OEE Pe PUREE ee rere 10 
OFT BS os Sousa eed 5 
SCHOOLS 
PN 5% iss eect apecnccbbeenvess 10 
Classrooms, Library and Office.......... 20 
Corridors and Stairways................ 5 
Cc irias vem evewee edie oo nwneente® 30 
SEES APT ON 15 
Eg Seta S's 04+ whew dahon 20 
NE a Caachi es 36 Cones eke * 
Bale DOVE TAMMIOSS . ieee eae e ces 30 
I IES «6s oh wwe splinsswneuteeidces 20 
NIE i sheen ci ao ean ew hentrkads 20 
STORES 


Show Windows 
Large Cities— 


Brightly Lighted Districts.......... 200 

Secondary Business Locations....... 100 

Neighborhood Stores .............. 50 
Medium Cities— 

Brightly Lighted Districts.......... 100 
Neighborhood Stores .............. 50 
Small Cities and Towns.............. 50 
er GN ati He aA Four times that 

of Store proper 
ee a ee 20 





*This operation requires a level of illumination above 
30 footcandles and necessitates supplementary lighting. 





Throughout the 10 months of the school year, 
the possible sunshine throughout the 48 states 
amounts to only 59 per cent. Obviously, artificial 
lighting is necessary, if satisfactory seeing condi- 
tions are to be provided for the student group. 

A test in Tuscumbia, Ala., proved the value of 
good artificial lighting. In one room equipped 
with two 150-watt lamps in direct units, there were 
11 failures out of 34 students, 68 per cent being 
promoted. In another room, equipped with four 
300-watt totally-indirect units and controlled by a 
photo-electric cell, there were only two failures 
out of a class of 36 pupils, 94 per cent being pro- 
moted. With the exception of the lighting, the 
physical effects of the two rooms were identical as 
was the mental calibre of the two groups of 
students. 

Another test conducted in the Lincoln School, 
Mt. Lebanon, Pa., substantiates the Tuscumbia 
findings. One room was equipped with four 100- 
watt fixtures of the direct type and the lighting 
manually controlled. The other was equipped with 
four 500-watt indirect units controlled electrically 
to insure the room illumination never falling below 
the 12 footcandle level. The results were as fol- 
lows: the pupils in the well-lighted room showed 
approximately a 28 per cent improvement over the 
pupils in the poorly-lighted room; the pupils in 
the well-lighted room were more alert and respon- 
sive than those in the poorly-lighted room, and the 
teachers developed an attitude similar to the pupils. 

There is no danger of obtaining too much light 
under modern sources of artificial illumination, 
properly applied. The recommendations given 
here are extremely conservative when compared 
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with intensities to be found outdoors. They are 
based, however, on practical considerations and 
economic justification. 

In’ the office, school, drafting room and other 
interiors in which the visual tasks are difficult and 
prolonged, it is of prime importance to have suffi- 
cient illumination for seeing. It cannot be too 
strongly emphasized that light intensities sufficient 
for mere perception or identification have nothing 
to do with good seeing. Far greater values than 
these are necessary if the eyes are to be relieved 
from the strain of constantly working at their 
utmost capacity. 

The entire Better Light-Better Sight movement, 
based as it is on facts revealed by researches in 
seeing, has real customer appeal. The benefits of 
this new knowledge that research has produced are 
lost unless they are interpreted in terms of sales 
by the wholesaler and made a part of his sales 
technique. The customer is not interested in equip- 
ment, conduit, and switches, as such, but only as 
vehicles for the production of lighting and the 





A sight saving classroom in a Mansfield, Ohio, school. In classrooms 
of this type every effort is made to aid the half-seeing child. Thirty-five 
. . : footcandles of well-diffused illumination is provided by nine 750-watt indi- 
creation of a better seeing environment. rect units. The units are photo-cell controlled. 


Lighting Equipment Recommended 
for Wholesalers’ Stock 


Suggested assortment of lighting units recommended jointly by the General 
Electric Co. and the Westinghouse Lamp Co. as the minimum variety which 
wholesalers should stock to meet demands arising from utility lighting activities 








TYPE OF UN/T SIZE WATTS I TYPE OF UNIT S#Zé WATTS 
RLM DOME PRISMATIC ‘2° { #0- 40 SHOW WINDOW Pi 
” 100 /0 /00-/50-200 
aie. (es: -— el 
/ 300 - pho? 
20 750 - /000 





GLASSTEEL 5 16" 200 ENCLOSING GLOBES 





20 300-500 « 
DIFFUSER 24 750-1000 ot @ /2 /00- /50 
/4 200 
HIGH MOUNTING UNITS 16 300 








16" 300-500 /8 300 - 500 
18 P (7 os /000 
a /500 
DEEP BOWL ‘a 50-60 INDIRECT OR SEMI -INDIRECT 
STEEL 5 yr : : 
a 150-200 
ANGLE 300 ~ 500 


8" /00 750 - /000 
/0 150-200 & 
12 300-500 

















NOTE*! £0 OFFICES AND SCHOOLS INDIRECT OR SEMI-/NOIRECT UNITS ARE PREFERRED. WHERE NECESSARY TO USE 
ENCLOSING GLOBES /N THESE INTERIORS THE NEXT LARGER SIZE GLASSWARE SHOULD BE EMPLOYED /N ORDER THAT 
THE BRIGHTNESS Wik BE REDUCED, — FLOODLIGHTING AND OTHER EQUIPMENT FOR SPECIAL/ZEOD FIELDS ¢S NOT 








INCLUDED; ONE TYPE FROM EACH GROUP MAY BE SELECTED FOR STOCK. 
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A Dealer Discusses 


The Electrical Wholesaler’s Salesman 


A successful retailer of electrical appliances gives vent to his feelings on 
what a wholesaler's salesman should not be, then proceeds to outline his 
ideas on the qualifications of the ideal type of wholesaler's representative 


An Interview with ALBERT A. MILLER 
Manager, Schreck & Waelte, Inc., Jersey City, N. J. 


By J. PEARSON GOULD 


M O order-takers wanted.” 
No such sign swings in the breeze in front 


of the showroom of Schreck and Waelte in Jer- 
sey City, New Jersey, because Albert A. Miller, the man- 
ager, is too sympathetic and too friendly by nature to put 
it there. But deep down in his heart, he would like to. 

Mr. Miller came by this antipathy to order-takers quite 
naturally. Rarely, during quite a remarkable selling 
career of his own, has he stooped to becoming one of these 
pseudo-salesmen himself. 

“Many a wholesaler’s salesman,” says Mr. Miller, “who 
should enter a retailer’s place of business as a most wel- 
come visitor, is looked upon instead as an unavoidable 
waste of time. This is due largely to the individual him- 
self. He has neither a fundamental and enthusiastic in- 
terest in the manufacturers’ products which he is trying 
to sell nor any special concern for the dealer’s welfare. 
He looks upon the dealer as merely an order—a little busi- 
ness to be put on the books so that his weekly total will 
make a better impression on the boss and on his pocket- 
book. 

“Order-takers are not worth the time that they con- 
sume. The actual placing of an order is about the easiest 
job connected with buying. That can usually be taken 
care of through the mail or over the telephone from a 
catalog. But a real wholesaler’s salesman can be inval- 
uable to his dealer-customer.” 

Having given vent to his feelings on the subject of 
what a wholesaler’s salesman should not be, Mr. Miller 
was ready and willing to outline his requirements for the 
ideal type of wholesaler’s representative. “To get the 
dealer’s point of view on this matter,” he said, “you must 
remember that he looks on the salesmen who cross his 
threshold as his chief messengers from the outside world. 
It is not that he doesn’t get around himself, but his con- 
tacts with customers and prospects do not give him the 
information and the help that he needs to make his busi- 
ness grow. 

“For that he looks to the salesmen—the wholesalers’ 
salesmen who know what is going on in the trade and the 
latest manufacturing developments to boot. They are 
in a strategic position to gather information and if they 
are wise, they are not parsimonious in their treatment of 
it. By that I do not mean that they should peddle secrets 
—not at all. A good salesman is as jealous of a confidence 


as is a good newspaper or business paper correspondent. 

“But no wholesaler’s salesman has to violate any prom- 
ises of secrecy nor any implied principles of good faith 
in order to pass on valuable information to his dealer 
customers. He knows the retailers that are doing excep- 
tionally well in the sale of their merchandise and 99 times 
out of 100 he knows the all-important ‘why’ of their suc- 
cess. It may lie in a crew of unusually well-trained sales- 
men or some advertising or promotion plan that has 
caught the public fancy. He is not hurting his other cus- 
tomer when he passes this information along and he may 
be the means of doing a real turn for one or more of his 
dealers. The good will that comes his way from such a 
course may even be exceeded in value by the increased 
business which accrues to him through the greater selling 
success of the dealer, to whom he gives the helpful sugges- 
tions. 


Ml ANY wholesalers’ salesmen realize this relation- 

ship with the dealers and strive to give all of the 
assistance in their power, but far too many are totally un- 
aware of any such responsibility. There is one salesman 
who comes into my office frequently. To date, I have not 
given him an order. Yet, he is always welcome and I am 
never too busy to talk with him for he rarely comes without 
some helpful facts or suggestions. He approaches the call 
apparently in a spirit of ‘what can I do to help him’ rather 
than the usual ‘what can I sell him today’. One of these 
days I am going to be in a position to give him some busi- 
ness and when that day arrives he won’t be any happier 
in writing the order than I will be in giving it to him. It 
will be a distinct pleasure to give some tangible reward 
for such intelligent selling. 

“It may be that over-anxious sales managers are largely 
responsible for the high percentage of salesmen who go 
out to sell a dealer a line of products with only a surface 
knowledge of their wares. The desire to keep the men 
on selling the line all the time on the supposition that 
they will thus make more calls and possibly more sales 
seems to have been a boomerang in many cases. The more 
time devoted to calls, the less time left for a study of the 
line—the poorer the presentation and the fewer the sales. 

“In my opinion most wholesalers’ salesmen could profit- 
ably devote a small part of their selling time to enlarging 
their knowledge of the product that they represent. The 
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supposedly insignificant details that are passed over hur- 
riedly in their study of a line are often the very points 
which the retailer-customer must know. It must be 
remembered that the retailer has to resell the product and 
there will be enough difficult questions to answer in that 
process, even though the wholesale salesman has thor- 
oughly covered every detail. So if the salesman wants 
to aid his retail associates and, at the same time, make 
his own day more pleasant as well as more successful, 
I would strongly advise him to spend more time studying 
his products. 


“Consider the trouble that a salesman can cause because 
he is not acquainted with every detail not only of the line 
that he is selling but also of the policies of the company 
that he represents. Here isa typical situation : the dealer’s 
sales manager or, perhaps, one of his salesmen asks him 
a logical question concerning the mechanism of some 
device. Or, perhaps, he wants to know something about 
the manufacturer’s sales policy. The best suggestion (and 
the most usual one) of the uninformed salesman is: ‘write 
to our company and they will straighten you out on that 
point,’ or ‘they can send you some data that will answer 
that question.’ 


“The fault with such a system is obvious. When a 
retailer solicits information from a wholesaler’s salesman, 
it is imperative that he have such information immedi- 
ately. The delay caused by waiting for an answer through 
the mails will entail great inconvenience and very prob- 
ably the loss of a sale. Furthermore, both the sales man- 
ager and his men are apt to lose their early enthusiasm 
and the product never is the sales success that it might and 
should have been. 


“As a corollary to this thought, I might add that every 
salesman should not only know the policies of his house 
and those of the manufacturers whose products he sells, 
but he should be able to interpret those policies in the 
field as situations arise. Further than that, he should 
enjoy the confidence of his employers sufficiently to have 
them back up his statements and decisions without quali- 
fication. Retailers are often embarrassed by salesmen 
who assure them the policy of their house is ‘such and 
such’ only to find out later on that the salesman 
either was misinformed, exceeded his authority or 
couldn’t get his house to back up his actions. In 
the meantime, the dealer may have spent time and 
money on the salesman’s say-so and thus finds 
himself in a hole through no fault of his own. To 
carry the argument a step farther, it seems to me 
that it would pay the wholesalers and the manufac- 
turers whom they represent to take their dealer- 
customers into their confidence whenever new poli- 
cies or new products are impending. They would 
be better off in the long run if they told the dealers 
the facts so that they could cooperate, rather than 
to ‘spring’ a new line or a new policy on the dealer 
and let him fight his way out of the situation in 
the best way that he can. If he enjoyed this con- 
fidence, the dealer might very possibly be inclined 
to carry a larger stock. 

“Finally, I believe that the wholesalers’ salesmen 
can be of real help to the dealer by establishing 
closer and more sympathetic contact with the deal- * 
ers’ salesmen. They, too, are looking for helpful 
hints and suggestions and these carry more force 
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when they come direct from the wholesale representative. 
Furthermore, such close relationships give the men a 
first hand knowledge of the products they have to sell 
direct from the men who already have spent considerable 
time at the job of selling them.” 


M* MILLER’S comments are particularly apropos 
because he has an outstanding sales record of his 
own behind him. Although Schreck and Waelte have been 
in business for 43 years, their venture in the electrical busi- 
ness is quite recent. Until about a year ago, their efforts 
were confined largely to the roofing business. But under 
Mr. Miller’s direction, they opened an appliance salesroom 
on a main thoroughfare in Jersey City and proceeded, in 
that short space of time, to set sales records. 

Last May, the organization decided to take on the sale 
of Kelvinators. By the end of August they had cap- 
tured the trophy awarded by the manufacturer for the 
highest percentage of sales as related to budgets to any 
dealer in the state of New Jersey. They captured the cup 
for the second time in September and made it three 
straight in October. 

Unusual methods achieved this unusual sales record 
although Mr. Miller modestly feels that the results can 
be ascribed to normal but careful development and fol- 
low through on leads. Hidden behind his own story of 
the achievement, however, lies great ingenuity. For 
instance a friendly company, whose business it was to 
repair and redecorate the inside of homes in the com- 
munity was prevailed upon to use its influence to dis- 
cover what homes were without electric refrigeration and, 
as they carried on their business with the home-owner, to 
throw out a few “feelers” on the possibility of selling 
them a refrigerator. This ushered Mr. Miller and his 
associates past the front door and they were well equal 
to the task of selling the prospect after that. 

So, Mr. Miller’s ideas on the electrical wholesaler’s 
salesman have the virtue of the fresh viewpoint and the 
experience of a man who is a successful salesman in his 
own right. With such a background, they have earned 
the right to be called “words of wisdom”. 





Jack Mendelson, right, presents the Krich-Kelvinator cup for outstanding 
sales accomplishments to Manager Albert A. Miller. Flanking these two 
gentlemen are Mr. Miller's boss, Wm. F. Schreck and his secretary, Miss 
Fernanda J. Stroebele. 











Wholesalers, Contractors and Codes 


The codes provide a new opportunity for wholesalers and contractors 
to coordinate their selling efforts, develop more new business and 
strengthen the position of each group with both manufacturers and 
users, all of which brings new responsibilities to the wholesalers’ salesmen 


a 3000-mile swing, which took me 

to the most eastern points of the 
territory which has been assigned to 
me as regional director of the Electri- 
cal Contractors’ Code Authority. At 
about that time, the electrical whole- 
salers, having obtained their code, were 
going about the organization work in 
this territory, which we electrical con- 
tractors had completed some months 
ago. 

On my tour of inspection, two facts 
were strongly impressed upon my mind. 
First, there was genuine interest dis- 
played on the part of the contractors, 
in 17 centers visited, as to their code, 
and a sincere desire individually and 
collectively to get behind it and make it 
effective for the good of their branch of the electrical 
industry. 

And second, it was evident that a great many of them, 
among the large as well as the small, would not be able 
to understand its full significance and be able to cooperate 
as they should without considerable educational work 
being done. In this direction, I immediately thought of 
the electrical wholesaler and his salesmen who occupy 
such an admirable position to help in the work, and which 
point I shall presently discuss. 

For a great many years, it has been the contention that 
there is but one most logical and efficient method for the 
distribution of electrical merchandise and supplies, and 
that is from manufacturer—to wholesaler—to electrical 
contractor or dealer—to consumer. The contractor has 
not quarreled with this theory. He is back of it. But 
he has been annoyed because at some points, such as in 
certain classes of industrial sales, he has been shunted or 
by-passed by the wholesaler. The wholesaler has grum- 
bled because he has been shunted by manufacturers in 
many cases. These manufacturers have accused the 
wholesaler of not doing a job and taking only such busi- 
ness as was handed them on a platter. The wholesaler 
retorted that the manufacturer gave him nothing to work 
on in developing business. The contractor objected be- 
cause the wholesaler sold industrials direct. The whole- 
saler replied that the contractor could not or would not 
do a job there. The contractor came back by saying, 
why should he, when there was no profit in it because the 
wholesaler sold them at the contractor’s best price or 
lower ? 

This is a matter of record, with which we all are fa- 
miliar. The vicious circle has been discussed and argued 
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& in September, I returned from 





By S. G. HEPLER 


Arrow Electric Co., 
Seattle, Wash., 
Regional Director, Electrical 
Contracting Code Authority 


over for years, and no one has arrived 
anywhere. 

To me it appears very strongly that 
our two codes, the electrical contrac- 
tors’ and electrical wholesalers’, when 
in working order and properly coordi- 
nated along with the manufacturers’ 
codes, are going to clarify the whole 
situation. Now, for the first time, we 
have an instrumentality through which 
we may get together on a program of 
business development. If we make the 
most of the opportunity, we will be able 
to work out a program of great bene- 
fit to the whole electrical industry. 
Whether or not the codes remain as a 
permanent institution, now is the time 
for us all to get together and dredge 
out, once and for all, that channel of 
manu facturer—wholesaler—contractor—user, so that we 
may keep it flowing freely in the future. 

Quite a number of years ago, my electrical contracting 
business warranted me in keeping one or two men em- 
ployed who did nothing but go out and develop business, 
principally along the industrial and commercial lines. For 
several years past I have been forced to discontinue such 
efforts, because the electrical wholesalers had taken to 
selling these institutions, and after we had developed the 
business, the owner or user would pass the order for ma- 
terials along to the wholesaler. I could not keep these men 
out and pay them from my own pocket for the wiring 
work involved. It makes very little difference in the final 
analysis whether you say that the wholesaler wantonly 
took away that which was mine, or that I was asleep at 
the switch and let a condition creep in which might have 
been avoided. The condition is there. The result is that 
I must spend most of my time in scrambling around to 
get my share of what is actually staple wiring business 
and very little of it in developing new business for all of 
us, manufacturers, wholesalers and contractors, of which 
new business there is a vast potential volume. 


Lose wholesaler, for his part, has been spending more 
and more of his time and the time of his men in selling 
a great number of industrial and commercial accounts, 
in many cases dabbling with small accounts and small 
orders that are actually taken at a loss when his overhead 
is considered. And correspondingly less of his time can 
consequently be spent in helping to develop that poten- 
tial new business in which we are all so much interested, 
less time in educating the contractor in the larger phases 
of his business, less time in getting back of the great 
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national campaigns and in working with his local util- 
ities, etc. 

Summed up briefly, here is what our two codes can do 
for us when properly coordinated. This is the picture I 
see if we can all get back of the plan and work to the 
common end of profit in our respective fields. 

The electrical contractor’s natural field of activity is 
with the consumer of electrical supplies. Make him re- 
sponsible for this department of the work and at the same 
time provide the necessary differential to enable him to 
employ capable men to do the job. This is already being 
worked out, and the first manufacturers’ discount sched- 
ules are beginning to come through, which put the con- 
tractor in the picture once more. 

In this capacity, then, the contractor becomes the whole- 
saler’s advance salesman, to create new business and to 
handle the numerous individual accounts, in exactly the 
same relationship that the wholesaler now bears to the 
manufacturer. 

Next comes the wholesaler, who devotes his time to 
the contractor, thereby reducing the number of his ac- 
counts but increasing their size and importance. The 
time of his salesmen then can be spent with the contrac- 
tors and the contractors’ salesmen, for there will be con- 
tractors’ salesmen under such conditions. The whole- 
salers’ salesmen will then function in a much broader 
way, as educators and helpers on large accounts that the 
contractor is working upon, and eliminating from the 
work of the wholesalers’ salesmen much of their present 
small order chasing. 

In following such a procedure, the wholesaler will appar- 
ently give up something that he now has, which he says 
that he has acquired by past hard effort—the right to sell 
the industrial and other large users at the longer margin. 
Recognizing that the wholesaler has an argument there, 
the contractor on his part should not only agree to do such 
a job as may result in profit to the wholesaler through 
decreased selling cost to compensate him for the reduced 
margin he will obtain, but should at the same time recog- 


nize the legitimate wholesaler’s stock and take all his 
requirements therefrom, at the same time upholding the 
wholesaler function at all times in the eyes of the user 
and the manufacturer. 


_ a set-up of this character in effective operation, 
which seems to me not only plausible but practical, 
what manufacturer can then logically assert that the trade 
channel—manu facturer-wholesaler-contractor—is not the 
most effective? What user can successfully contend that 
it will be cheaper for him to try to side-track both of us? 

The sphere of the contractor would be broadened and 
made more attractive. That of the wholesaler would be 
concentrated and at the same time made more attractive 
tohim. The contractor would be enabled to develop new 
business. He would be assisted in this by wholesalers 
with more time to spend on the broader phases of trade 
development work. Their salesmen, in their contact with 
us, would be on the higher plane of educators and busi- 
ness developers in the same manner in which the manu- 
facturers’ representatives are now helping the wholesaler. 

This is what I hope to see the codes work out. The 
opportunity is there for all of us. 

As to that second point brought out in the beginning— 
the wholesaler helping us with our code. The wholesaler 
is the link between the manufacturer and ourselves. His 
salesmen are calling upon us every day. These salesmen 
can be of the utmost service in arousing the interest of 
every contractor in the field in the great possibilities now 
facing us. As they will eventually be teachers and helpers 
in this work, they may right now begin to organize their 
classes, so to speak. We of the electrical contracting 
fraternity will welcome their aid in this field work, and 
urge the executives of the wholesalers to see that their 
men not only familiarize themselves with the essentials 
of the electrical wholesalers’ code, but of the electrical 
contractors’ code as well, so that they may at once begin 
the serious work of coordination which will be so much 
to our mutual benefit. 


TVA Models Prove Unprofitable 


Unless the TVA experiment assumes a more practical form and provides 
for a fair merchandising profit, the independent distributor and dealer 
cannot expect to survive against the competition of the utilities 


HAT is a fair mark-up for a By PAUL SEVERANCE 
distributor of electrical appli- 
ances? Fifteen per cent? But what if a govern- 


mental agency has built up a broad consumer acceptance 
for your product, is cooperating through publicity, ad- 
vertising, demonstrations, and is forcing down the price 
of power so that the use of these appliances is many 
times more plausible? What if your financing is so 
arranged that it is no longer necessary to tie up large 
capital in supplying stock even for a volume market 
that bids fair to set new selling records? What if 
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manufacturers are cooperating to 
eliminate the necessity of warehous- 
ing large reserves, and are driving down their own sales 
margins to supply appliances for a low-priced market? 
What if they are putting corps of salesmen in the field, 
and providing special demonstrations and displays? 

That, in a nutshell, is the answer of TVA to its 
critics. It is the answer with which it has soothed itself. 
Right or wrong, it is their story—and they’re going to 
stick to it. 

So much has been said and written in regard to gov- 














ernmental cooperation—or interference (according to 
your views and politics) in this TVA experiment that 
it has been difficult, through the smoke, to secure a fair 
appraisal. Chattanooga, in the heart of the Valley, and 
headquarters for both sales and executive offices of the 
Electrical Home and Farm Authority, has become a sort 
of skirmish ground for dueling factors. 

So it is with a view to present to the readers of ELEc- 
TRICAL WHOLESALING a survey of actualities that might 
be helpful as a guide for future policies that this article 
is written. The sweep of its survey embraces some 30 
interviews: officials of TVA, electrical distributors, 
power company executives, manufacturers’ representa- 
tives, and retailers. The range of their activities in- 
cludes Kentucky and circles south through Knoxville, 
Chattanooga, Atlanta, Birmingham, Tupelo, Memphis 
and Nashville. 

Unquestionably from the standpoint of the merchan- 
dising of electrical appliances this TVA experiment has 
broad significance that extends beyond its geographical 
field. Should it succeed, drastic readjustments must be 
made throughout the entire industry. 


RITICISM may be grouped under three chief head- 
ings: 1, that TVA appliances allow a mark-up that is 
ridiculously low ; 2, that the hurried marketing of the so- 
called “interim” refrigerator models was a serious mistake, 
and 3, that the sale of appliances by utilities is unfair 
and should be discontinued. 

In support of this we quote John O. Fowler, Leonard 
distributor for 150 counties in the Valley and owner 
of retail stores in Knoxville and Chattanooga: 

“The sale of ‘interim’ refrigerators has so handicapped 
the independent distributor and dealer that few of us 
have made the slightest effort to compete against such 
odds. Standard boxes, slightly camouflaged and sold 
under $80, could not allow a mark-up that would carry 
overhead. As against these ‘interims’ standard boxes 
had very little show. As a result our refrigerator sales 
have been virtually paralyzed. A wholesaler must have 
a margin of at least 15 per cent. These ‘interims’, in 
some cases, have allowed as low as five. I consider 38 
and five a fair mark-up from the retail standpoint. 
Margins on the TVA models have been 30 or less. I 
think Mr. Lilienthal and Mr. Munger may have the best 
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General Electric Photo 
A one-room cabin, typical of the mass market which TVA seeks to reach 


intentions but I doubt the soundness of their 
merchandising views. If they know retail prob- 
lems they know it costs most of us 30 per cent 
to carry our overhead. Enthusiasm is fine, and I 
am certainly willing to cooperate, but I can not 
do so unless I can make a profit.” 

W. H. Lindahl, sales manager for the Nash- 
ville Chair Co., Grunow distributors, brought up 
the point of service. 

“In the distribution of certain approved TVA 
models,” he said, “we have been forced, for ex- 
ample, to sell a range at $49.50 that actually cost 
us $45. The problem of merchandising electrical 
appliances is not confined to the sale itself, nor 
to the profit shown by the mark-up. Servicing 
must also be considered. Under these long-term 
payment contracts appliances are going to have 
to be serviced until the final payment is made. 
You may add some nominal charges after the first 
year if you like, but that appliance has got to 
continue in good order—or it will be thrown back on 
your hands.” 

Georgia, probably, has been the hottest spot in the field 
of antagonism. Delegations of dealers and delegations 
of distributors have been widely quoted in criticism of 
the power companies’ activities and the low margins of 
TVA models. They have made pilgrimages to Chatta- 
nooga to lodge complaints. They went so far in Atlanta 
as to seek an injunction against power company sales. 

This fight, in the Georgia capital, was led by three 
distributors: Harry Lever, general manager of Capital 
Electric, Stewart-Warner distributors; W. D. V. Hop- 
kins, of the Hopkins Equipment Company, Norge; and 
Herndon Thomas, appliance manager for Beck & Gress 
Hardware Co., Crosley distributors. These men were 
on the Georgia committee handling TVA matters and 
are said to have a backing of some 125 dealers. On 
the other hand the Georgia distributors for Kelvinator 
(sold by Georgia Power), Westinghouse, General Elec- 
tric, and Frigidaire took no part in the committee’s 
activities. 

Considering the situation from the more hopeful 
standpoint, it is well to note that the financing system, 
which has been generally complained of because of its 
limited scope and the necessity for manufacturers in- 
dorsement of dealer paper, has been decidedly improved. 
Dealers may now go direct to EHFA without factory 
indorsement. This will make credit more liquid and do 
much to speed up acceptance of sales contracts which 
has been a source of some annoyance in the retail field. 
The new financing plan has also been extended to apply 
to all models made by any manufacturer who is pro- 
ducing the TVA approved appliances. Originally this 
was limited to the TVA models alone. 

Interviewing of power company officials proved to 
be more-or-less of a delicate contact. They are in a “hot 
spot” in a sense. They are anxious to keep the good will 
and cooperation of the independent dealers, and they at- 
tempt to justify the stand they have taken point by point 
as you bring it up. 

Yet, throughout the Valley even the most emphatic 
critics expressed the hope that the program will take a 
practical form which will enable them to join in. Cheap 
power, close margins and everybody using electricity. 
That’s the theme song of the Valley. 
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The Position of 


the Wholesaler 


in the Electrical Industry 


One third of all electrical products are sold through wholesaling channels. 
The electrical wholesaler's principal competition is from the direct selling 
manufacturer. Annual sales of $250,000 show lowest operating expense rate 


electrical industry is best illustrated 

by the accompanying diagram, which 
shows the markets of the United States divided into 
halves by sales to industrial consumers and sales to re- 
tailers. 

Intra-industrial business, that is, sales by manufac- 
turers to industrial consumers, constitutes about one- 
third of the total market. Wholesalers’ business with 
retailers constitutes another third, and the final third is 
sales by manufacturers to retailers and retail consumers. 

Although the above percentages are approximate, they 
give a fairly accurate picture. Actually the 1929 census 
of electrical manufacturers showed intra-industrial sales 
to be 38.6 per cent. However, the total from which this 
percentage was derived did not include many items which 
are part of the electrical 


Tee position of the wholesaler in the 


By H. E. WAY 


above that point. As the number of 
active full line electrical wholesalers now 
stands at about 1,000, there is no reason 
to assume that a superfluous number of electrical whole- 
salers prevails. The third of the market to the retailer 
now being served direct by the manufacturer is prob- 
ably the outcome of the fact that when the business of- 
fered in any jobbing territory to one manufacturer 
exceeds $100,000 it is a direct invitation to the manufac- 
turer to set up his own wholesaling establishment. 

If, however, for the sake of safety, to avoid mounting 
operating costs in periods of decreased sales, it is as- 
sumed that the average size electrical wholesale business 
should be around three times the minimum of one- 
quarter million, then the number of wholesaling estab- 
lishments should be increased from 1,000 to 2,000, if the 
goods are to be economically 





industry, such as electric re- 
frigerators, washing machines, 
lighting fixtures, which are 
included in producing the 
general picture. 

Coming back to the billion- 
dollars-a-year wholesale busi- 
ness, we find a half billion 
being shunted around the 
wholesaler by direct manufac- 
turers’ sales to retailers. This 
establishes a wholesale poten- 
tial market in the United 
States for electrical goods 
totaling around one and one- 
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half billion dollars plus a 
percentage of the industrial 





distributed. If the average size 
is assumed to be half a million, 
there would be room for an 
additional 1,000. About from 
100 to 150 wholesaling terri- 
Tie tories are necessary to secure 
reasonably thorough and eco- 
nomic distribution for a man- 
ufacturer. Two _ thousand 
wholesalers would permit ade- 
quate representation to 20 
manufacturers of competitive 
articles. If 150 territories are 
considered necessary, 3,000 
wholesalers would accomplish 
the same purpose. Because 
all manufacturers do not pro- 








market which it serves best. 

The two and one-half billion 
dollar retail market of this 
country is served by practically every type of retailer. 
However, the electrical wholesaler generally is not 
greatly troubled by the poaching of wholesalers doing 
other business. He recognizes that his chief competition 
in the merchandising items comes from the hardware 
trade. Hardware and machinery wholesalers sell about 
20 million dollars worth each, annually, of the billion 
dollar market. His next competitor in point of size is 
the automotive wholesaler, doing about 10 million dol- 
lars annually. 

Wholesaler operating expenses do not decrease mate- 
rially as the size of the business increases above one- 
quarter million annually, but remain about the same 
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The electrical market in 1929, from Census data 


— duce a complete price range, 
complete representation is pos- 
sible with a smaller number. 

The consumer who purchases from a retail establish- 
ment does not look to the wholesaler. He is concerned 
with the standing of the retailer and the manufacturer. 
The wholesaler is, therefore, in the position of repre- 
senting the manufacturer and being dependent on the 
activity of the retailer. Consequently, the wholesaler is 
the most responsible link in the system of distribution. 
He must furnish volume to the manufacturer and not 
oversell the retailer. He must keep his customers, the 
retailers, economically sound. He must extend his 
territory to the economic limits only. He must realize 
the value of competition so that changes in system of 
distribution are not invited. 
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Wall fixtures are mounted for display on 7!/2” x 13” boards, set This combination reel and meter permits the measuring and reeling 
in grooved panels, removable for close examination. This display of cable in one operation. It is mounted on castors and wheeled 
does not mar the walls. to any cable in the stock. 


Warehouse 
Methods 


that Save Time 


at the 
NORTHLAND ELECTRIC SUPPLY CO. 


Short cable lengths are kept on the shelf directly above the Minneapolis 
full reels of that size. Tags on each coil give the length so 

that in filling orders the stock man is never tempted to guess 

that a short piece is not long enough to fill his orders. 
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Conduit is stocked on 
the left wall, as shown in 
this photo, where it may 
be loaded or unloaded 
by trucks that back di- 
rectly to the racks. 
The conduit sets on a 
wooden platform and 
leans against a wooden 
frame held away from 
the wall by a cable fas- 
tened in the opposite 
wall. Tension on this 
cable is adjustable with 
a turnbuckle. 





Standard packages are 
kept on tables and di- 
rectly opposite them 
broken package goods 
are stored on shelves. The 
order filler first looks on 
the shelves. If the item 
is not there he turns 
around and sees_ the 
full packages before him, 
unless the stock is ex- 
hausted. With this sys- 
tem inventorying and 
prompt _ re-ordering _ is A rear view of the rack. Two planks are used 
made easy and unneces- in its construction bolted together in the form 
sary steps are avoided. of "T", with the flat surface toward the conduit. 
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NEWA's New 


Chairman 


HE election of Fred R. Eiseman as chairman of 

NEWA’s executive committee is fitting recognition 
of his accomplishments as a successful independent 
wholesaler, as leader of the Chicago Electrical Whole- 
salers Association, and as a faithful and able worker 
on various committees of NEWA. 

A veteran wholesaler, Mr. Eiseman has been con- 
tinuously active in the electrical wholesale field in Chi- 
cago for the past 31 years. At the age of 20 he went 
to work as stock clerk for the Central Electric Co. at 
a salary of seven dollars a week. Eighteen months 
later he left to join the Electric Appliance Co., where 
he remained for 14 years, rising from order checker 
to manager of the city sales department. In 1919, 
together with Van N. Marker, he organized the pres- 
ent Revere Electric Co., which soon came to be recog- 
nized as one of Chicago’s leading independent houses. 

But Mr. Eiseman has other qualifications than those 
of a successful operator of a wholesaling organization. 
He is a capable and experienced association organizer 
and leader. For many years he was prominent in the 
activities of the Lake Michigan Club. When, for rea- 
sons of economy, this club became inactive a few years 
ago, he sensed the need for a different type of organ- 
ization which would meet more frequently to discuss 
local problems and policies and which would afford the 
means whereby the local wholesalers, as a group, could 
deal more effectively with their suppliers. 

Largely through his efforts, the Chicago Electrical 
Wholesalers Association was formed about two years 
ago, and Mr. Eiseman has served continuously as its 
president. Under his leadership this group has ma- 
terially improved conditions in the Chicago area and 
many of its accomplishments have been of material 
benefit to the industry nationally. 

Elected to the executive committee of NEWA in 
1933, Mr. Eiseman brought to this group the local as- 
sociation viewpoint and has provided a direct liaison 
between NEWA and the national council. He also 
served on the industry’s code committee and, when the 
Divisional Code Authority was formed, he was not 
only included in its personnel but was chosen as a mem- 
ber of both its executive and differentials committees. 

At the request of ELEcTRICAL WHOLESALING, Mr. 
Eiseman has prepared a message to the electrical whole- 
saling trade which appears in this issue. This article 
should be read as a personal message from one elec- 
trical wholesaler to another, as the viewpoint of an 
individual rather than as an official communication from 
an NEWA official. Read in this light, it should inspire 
the same feeling of confidence that Mr. Eiseman never 
fails to inspire in all those who come into personal 
contact with him. A leader who is always ready to 
give freely and willingly of his time and ability for 
the advancement of the industry, he asks no reward 
for his efforts other than the sincere cooperation and 
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hearty support of every electrical wholesaler during 
his term as chairman of the National Electrical Whole- 
salers Association. 


Outdoor ? 


Metering 


UTDOOR metering is becoming increasingly pop- 
O ular with the utility companies because it makes 
theft of current more difficult and also eliminates the 
expense of call backs by meter readers and meter test- 
ers. This practice, however, results in less material 
being sold to the contractor by the wholesaler. 

When the meter is installed inside the premises the 
utility usually requires that a suitable meter service 
switch be installed by the contractor, who purchases the 
switch from the wholesaler. This switch houses both 
main and branch fuses which are accessible for re-fus- 
ing only when the switch is open, thus protecting the user 
from the hazard of contact with any live circuits. With 
outdoor metering, the new meter-switch-fuse sequence 
is employed. The meter is installed in an outdoor hous- 
ing provided by the utility. All that is necessary within 
the premises is an enclosed switch, not necessarily ex- 
ternally operated, which can be sealed by the utility in 
an open position whenever the premises are vacant, or 
electric bills are unpaid. 

This switch, when supplied by the contractor, results 
in the wholesaler selling a dollar item instead of one 
costing the contractor upwards of six dollars. And, 
at the same time, the occupant of the premises is 
not protected from the hazard of unprotected fuses. 
Especially in damp basements, when an overloaded 
washing machine causes a fuse to blow and the laun- 
dress replaces it with moist hands while standing on a 
damp floor, the hazard is most serious. 

Thus, in attempting to regain this lost volume, the 
wholesaler and contractor should stress the safety ap- 
peal. The utility’s responsibility for the quality of the 
wiring installation is generally considered to end at the 
meter. With the meter located outdoors, the basement 
wiring specifications are subject only to the local elec- 
trical inspection departments and these, in turn, are 
governed by the requirements of the National Electric 
Code. As the Code does not require that fuses be 
accessible only when they are “dead,” inexpensive 
switches of the “mousetrap” variety are frequently 
passed by local inspectors. The obvious solution is for 
electrical contractors and wholesalers, through their 
local associations, to arouse sentiment against the haz- 
ard of unprotected fuses and to secure the passage of 
local ordinances, if necessary, requiring the same qual- 
ity of switching and fusing equipment on outdoor 
meter installations as is demanded by the utilities in 
the case of meters installed inside the premises. It has 
been suggested that these local regulations should spe- 
cify 60 ampere switches whenever there are two or 
more circuits in order that heavy duty appliances, which 
may be purchased at a later date, will not require addi- 
tional wiring, also that all distribution panels should 
be of the dead front type. 

The resolution of the Chicago Electrical Wholesalers 
Association, which appears on page 25, indicates the 
strong safety appeal which can be used by local whole- 
saler groups in their endeavors to correct this situation. 
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Men You Should Know 


MELVILLE B. HALL 


President, Melville B. Hall, Inc. 
St. Louis, Mo. 


on 28 years of electrical experi- 

ence, is only part of the story. 
For it seems that, even in childhood, 
he never considered any other career. 
While he went in heavily for athletics 
and other normal activities of youth, 
still his main hobby was working with 
motors, batteries, coils, electric trains, 
etc. 

Nor was he satisfied with a lot of 
superficial knowledge of electricity. 
Born in St. Louis, March 12, 1885, 
he attended the Dozier Grammar 
School and Central High. Then, seek- 
ing a higher and more technical 
knowledge of his life work, he en- 
tered Boston Tech in 1904. Two 
years later he began cashing in on 
this education as electrical superin- 
tendent of a coal mine in Kentucky 
which was one of the first in the 
country to have a complete electrical 
installation, both the cutting and haul- 
ing of coal being done electrically. 

After six months he became home- 
sick for St. Louis. In pulling up 
stakes, he didn’t quite make the home 
town but landed with the East St. 
Iouis and Suburban Railway Co. 
The superintendent, in order to de- 
velop the lad properly, put him over 
the jumps from the boiler-room up. 
He served as coal-shoveller, wiper 
and apprentice wireman, then went to 
the line gang and ended as foreman 
of all sub-stations. 

His next move, in 1908, was uni- 
que for two reasons. First, he quit 
his job and entered Washington 
University, in St. Louis, for a special 
one year course, augmenting his pre- 
vious education by further study of 
mathematics and engineering. Sec- 
ond, at the age of 23, after two years 
away from any school, he dove once 
more into athletic competition and 
actually won his letter at football, 
the major sport. 

On leaving Washington Univer- 
sity, young Hall served with the 


7 O say that “Mel” Hall looks back 
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*A Champion 
of the Wholesaler 


Union Electric Light 
and Power Co., of St. 
Louis. Here he spent 
all of his time in the 
meter department, first 
inside, then outside, 
chiefly in test work 
among the large com- 
mercial and industrial 
accounts Next came a 
year with the Wagner 
Electric Co., St. Louis. 
Starting in the motor 
test department, he was 
made head of the transformer test 
after four months. 

Mr. Hall now had tucked away 
electrical experience in a mine, with 
an electric railway, a power company 
and a manufacturer, all a means 
toward an end—a_ merchandising 
business. Sales work was needed to 
round out the picture, so at this point 
he made a deal with his boyhood 
friend, Norman (Cap) Brown, now 
head of the Brown Supply Co. The 
two agreed to go out and get a 
couple of years’ experience as travel- 
ing salesmen and then open a supply 
house together. They took to the road 
on the same day in February, 1911, 
Hall as sales engineer for the West- 
inghouse Electric & Mfg. Co. and 
Brown on behalf of the Electric 
Traction Supply Co. 


LL went well and, on July 
15, 1913, the boys having re- 
signed their positions, founded the 
Brown & Hall Supply Co., in St. 
Louis, with eight dollars’ worth of 
office furniture, a modest stock and 
boundless enthusiasm. The business 
prospered and the arrangement con- 
tined until April, 1926, when Mr. 
Hall sold his interest to Mr. Brown 
and started his present business as 
Melville B. Hall, Inc. 

In striving for better conditions in 
the industry, he stresses the necessity 
of eliminating the faults of the 
wholesalers as well as those of their 


A firm believer that the electrical 
wholesale owns a very important place 
in the industry, Mr. Hall is quick to de- 
fend that position against manufactur- 
ers and agents who sell direct. He be- 
lieves the best defense is for the whole- 
saler to be more than just a "jobber" 
by rendering real service to the trade 
—not merely filling customers’ orders 


suppliers and customers. Meaning 
that housecleaning, like charity, 
should begin at home, and only by 
going into court with clean hands can 
the wholesalers secure needed con- 
cessions and guarantees which will 
insure more profit and less grief. 

To achieve these results in St. 
Louis under new and exacting con- 
ditions, a strong local organization 
was deemed necessary, and in June, 
1934, the St. Louis Electrical Whole- 
salers Association was founded, with 
Mr. Hall as secretary. 

Organization work is not new with 
Mr. Hall. He was one of the found- 
ers of the St. Louis Radio Trades 
Association, out of which came the 
broadcasting station KMOX. As 
secretary of this permanent organi- 
zation he brings to his group plenty 
of practical experience plus the right 
type of diplomacy—that which is 
backed by aggressive action when 
persuasion fails. 

Mr. Hall is married and has four 
children, two boys and two girls. One 
son is at the University of Illinois, 
the other three children are in high 
school. His main hobby is football 
and other outdoor sports, followed 
by fishing, hunting and bridge. 
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Holding 


Fifty years ago it 
took keen vision and 
a stout heart to chart 
a true course and 
hold to it. The pioneers of the General Cable 
companies had that vision. They planned their 


disiribution of wire and cable products through 


the electrical wholesaler, and never faltered. I 


Y 


Worthy of Repetition 


This advertisement was written and appeared some months 
ago. It is printed again by request of friends in the industry. 
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1 True Cours 










We in an age of unified, more efficient organiza- 


; 
a): p tion have never deviated from the original course. 
of 


It has brought us staunch friends and valued \ 


customers. We reaffirm our purpose to abide by: 


1. Complete cooperation with all electrical wholesalers of 


established trade standing. 


y a Standard prices —openly published as an evidence of fair 
dealing to all. 


~~ “Fully rounded service—every item of bare and insulated 


conductors normally required, of all types, constructions and voltage. 


General Cable’s own stocks are maintained at plants and warehouses to back up sudaen demands 
beyond the distributor's ability to handle from his local inventory. In all its trade relations, General 
Cable is organized for service — and delivers it. 


GENERAL CABLE CORPORATION 


OFFICES IN PRINCIPAL CITIES 
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NEWS and VIEWS 
OF THE MONTH 




















Electric Show Publicity 


Total news lineage of 5,937 inches 
in metropolitan, foreign language 
and suburban papers with a com- 
bined circulation of 3,800,000 was 
contributed by the press in promo- 
tion of Philadelphia's recent Elec: 
tric and Radio Show—the equiv- 
alent of a newspaper story one 
column wide and 500 feet long 
telling the story of the electrical 
industry! 





Automatic 
Window 
Closer 


As the curtain on 
the Chicago Century 
of Progress was rung 
down on October 
31, stunning Koy To- 
land, motion picture 
and radio torch sing- 
er, operated for the 
last time the auto- 
matic device which 
closed windows in 
Fridigaire's air-con- 
ditioned house when- 
ever rain fell or fog 
rolled in from Lake 
Michiaan. 








Air-Conditioned Nursery 


The Memorial Hospital at Houston, Tex., recently marked its 27th 
& anniversary by the installation of air-conditioning equipment in the 
nursery. An Ilg ‘Spot Kooler'’ provides a summer temperature 10 

degrees below that prevailing out-of-doors. 








New Sales Weapon 
Reese Mills, manager of the Range and Water Heater Department 
of the Westinghouse Electric and Manufacturing Co., uses new 
Visual Demonstration Kit to explain the advantages of electric 
cookery. This kit was recently made available to Westinghouse 
range dealers after tests had proved it to be one of the most effec- 
tive sales weapons ever introduced to the field organization. 


Buffalo Electric Show 


Featuring an "Electric Circus,"’ Buffalo's Electric and Radio-Progress 
Exposition drew record crowds from October | to 6. Among the 
wholesalers exhibiting were H. |. Sackett Electric Co., L. A. Woolley, 
Inc., McCarthy Bros. & Ford, General Electric Supply Corp. and 





Graybar Electric Co. 








Latest Code Developments 





Radio Code Authority Can Now 
Assess Electrical Wholesalers 
On November 9 an order was issued 

by the National Industrial Recovery 

Board which provides that any whole- 

saler whose principal line of business is 

in the wholesale automotive, electrical 
or hardware trades, and whose sales of 
radio apparatus for the year 1933 ex- 
ceeded $12,000, is assessable for his pro- 
portionate share of the costs of admin- 
istering the radio wholesaling code. 

This action was recommended by Divi- 
sion Administrator R. L. Houston as the 
only possible solution to the problem of 
providing adequate funds for the admin- 
istration of the radio code. The plan, 
which had been worked out by commit- 
tees of the radio and electrical wholesal- 
ing code authorities and which would 
have made multiple assessments largely 
unnecessary, encountered legal obstacles 
when submitted to NRA and had to be 
abandoned. 


The text of the order issued by the 
National Industrial Recovery Board 
(‘No. 201-1L-16) is as follows: 

“Whereas, an application has been 
made by the Code Authority for the radio 
wholesaling trade for termination of the 
exemption conferred in paragraph III 
of Administrative Order X-36, dated 
May 26, 1934, and paragraph (1) of 
Administrative Order X-78, dated Au- 
gust 21, 1934, insofar as such exemption 
applies to obligations to contribute to 
the expenses of administering the sup- 
plementary code of fair competition for 
said trade; and 


“Whereas, hearings have been duly 
held thereon and the Deputy Adminis- 
trator has reported and it appears to the 
satisfaction of the National Industrial 
Recovery Board that termination of said 
exemption, as recommended by the 


Deputy Administrator, is merited and 


will tend to effectuate the policies of 
Title I of the National Industrial Recov- 
ery Act; 

“Now, Therefore, pursuant to author- 
ity vested in it, it is hereby ordered that 
any exemption conferred by paiagraph 
III of Administrative Order X-36, dated 
May 26, 1934, and paragraph (1) of Ad- 
ministrative Order X-78, dated August 
21, 1934, upon any member of the radio 
wholesaling trade whose principal line 
of business is in the wholesale automo- 
tive, wholesale electrical or wholesale 
hardware trades, and whose yearly sales 
of radio apparatus exceeded $12,000 in 
1933, be and it is hereby terminated so 
that such member is no longer exempted 
from paying his proportionate share of 
the costs of administering the supple- 





mentary code of fair competition for the 
said radio wholesaling trade.” 


v 


Larger Code Assessments for 
Electrical Contractors 

The Divisional Code Authority for the 
electrical contracting division of the 
construction industry has made applica- 
tion for an amendment to the basis of 
contribution for the expenses of adminis- 
tering its code by local administrative 
committees. 

The present basis of contribution to 
these committees is one-tenth of one per 
cent assessed against contracts registered 
of $250 and over to cover costs of regis- 
tration and local administration. The 
Divisional Code Authority proposes to 
increase the basis of contribution to one- 
fourth of one per cent of all contracts 
without limitation, abolishing the $250 
minimum, 

v 


Amendment to General Code 
Provides for Assessments 

Amendment No. 1 to the code of fair 
competition for the wholesaling or dis- 
tributing trade, approved October 26, 
substitutes for section four of article VI 
a new section entitled “Payment of Cost 
of Code Administration.” 

The amendment authorizes the Gen- 
eral Code Authority to prepare an item- 
ized budget of estimated expenses and to 
determine an equitable basis of contri- 
bution by all members of the trade. 

The amendment further provides that: 
“Each member of the trade not governed 
by a specific supplementary code for the 
particular commodity division in which 
he or it operates shall pay his or its 
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equitable contribution direct to the Gen- 
eral Code Authority, and each member 
of the trade operating within a specific 
commodity division for which has been 
approved a supplementary code shall pay 
his or its equitable contribution to the 
expenses of the maintenance of the Gen- 
eral Code Authority through the Divi- 
sional Code Authority administering the 
supplementary code governing the com- 
modity division within which such mem- 
ber of the trade operates, and each Divi- 
sional Code Authority as such shall pay 
its equitable contribution to the expenses 
of the maintenance of the General Code 
Authority. Only members of the trade 
complying with the general code and 
contributing to the expenses of the ad- 
ministration of the said code as herein- 
above provided, unless duly exempted 
from making such contributions, shall 
be entitled through such Divisional Code 
Authorities, or as otherwise provided, to 
participate in the selection of members 
of the General Code Authority or to 
receive the benefits of any of the volun- 
tary activities of said Code Authority or 
to make use of any emblem or insignia 


of NRA.” 
v 


Fifteen Manufacturing Groups 
Now Filing Prices 

Fifteen of the 21 subdivisions of the 
electrical manufacturing industry are 
now operating under the published price 
system, as established by the electrical 
manufacturing code. The groups that 
are filing prices include : appliances ; con- 
struction materials; dry batteries and 
flashlights; electric tools; illumination; 
industrial apparatus; installation de- 
vices ; radio receiving tubes ; radio trans- 
mitting and public address; roughing-in 
material; specialties; telephone manu- 
facturers; transmission and distribu- 
tion; wire and cable, and x-ray and 
electro-medical. 


New Knoxville Warehouse: Increased floor space, better parking facilities and im- 
proved warehouse and counter service are afforded by this new fireproof warehouse 
of the General Electric Supply Corp. at 701 W. Jackson Ave., Knoxville, Tenn. 
Large windows, closely spaced, provide plenty of daylight for both offices and 
warehouse, according to C. R: Booker, branch operating manager. 
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Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 


trade publications which reflect distribution trends in various fields 





Department Stores Show Interest 
in Lighting Fixtures 

In reading over the trade papers of 
department stores, it is very apparent 
that the department store executives are 
seriously considering entering into the 
lighting fixture field. Some of the larger 
cities of the country now have depart- 
ment stores with lighting fixture depart- 
ments in conjunction with their portable 
lamp departments. 

We have all seen the trend followed in 
the merchandising of major appliances 
and have later heard contractor-dealers 
complain of losing their business to this 
and that type of store. Is history going 
to repeat itself in the fixture business ?— 
From Northern States Power Co.’s bulle- 
tin, The Dealer, for October. 


© 
Electric Heat for 300 Homes 


An electrical house-heating experi- 
ment is to be conducted by Washington 
State College in 300 buildings at Mason 
City, Wash., the contractors’ town at the 
Grand Coulee Dam on the Columbia 
River. The buildings are to be heated 
electrically the year through and obser- 
vations are to be made on the results. 
It is announced that some of the houses 
will be air conditioned, and these will be 
studied on a small scale. 

The tests are planned to cover a period 


of three years, and are expected to estab- 
lish the practicability or the impractica- 
bility of house heating by electricity.— 
From Domestic Commerce for Novem- 
ber 10. 

Vv 


Utilities Find Wholesalers’ 
Services Economical 

I know of power companies that have 
made a study of what it actually costs 
them to move their supplies in and out 
of their own warehouse and found that 
they cannot do it as cheaply as the effi- 
cient local wholesalers can do it for 
them. They have accordingly turned 
over their warehousing function to the 
wholesaler, where it belongs. I have 
known of contractors who have gone 
broke because they purchased too heavily 
and let materials grow obsolete in their 
stockrooms. I know manufacturers who 
have thrown away success by loading 
excess distribution costs on a good prod- 
uct—GeEorGE E, CuLLINAN, vice-presi- 
dent, Graybar Electric Co., in Electrical 
World for October 27. 


v 
The Object of Sales Promotion 


The object of all sales promotional 
effort, broadly speaking, is primarily to 
discover and develop prospects, i.e., 
people who can use the merchandise of a 
company at a profit to themselves and 
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Too Busy to Pose: So we snapped Jack 


Schwartz, purchasing agent, Efengee 
Electrical Supply Co., Chicago, while he 
was busily engaged in a heavy telephone 
conversation. 





who are financially able to purchase it. 
Secondarily, the sales promotional ob- 
jective is to prepare the way for sales; 
to give the prospect some workable in- 
formation as to the merchandise; to offer 
him evidence of the possible value of the 
goods to him; to create in his mind the 
greatest possible feeling of confidence 
in the ability and integrity of the manu- 
facturer and, through this, to create a 
desire for more information about the 
manufacturer’s product and a desire of 
ownership. — RoscoE SEYBOLD, comp- 
troller, Westinghouse Electric & Mfg. 
Co., in Executives Service Bulletin of 
Metropolitan Life Insurance Co. for Sep- 
tember. 
v 


How Wholesalers’ Salesmen 
Spend Their Working Time 


More time was spent in special selling 
efforts than in order-taking by the sales- 
men representing the wholesale drug 
house whose business was analyzed in 
the Commerce Department’s study 
“Wholesale Druggists Operations.” This 
seems to refute to some extent, the report 
states, “the claims so often made that a 
wholesaler’s salesman spends all his time 
in order-taking.” 

This fact was brought out by a time 
study of the drug wholesaler’s salesmen. 
A man with a stop watch accompanied 
each salesman until a complete round of 
his territory was made. A rigid line was 
drawn between selling and order-taking, 
with credit for selling an item being 
given to the salesman only when it was 
suggested by the salesman and when he 
exerted effort in causing the retailer to 
purchase the item. No allowance was 
made for salesmen selling, or trying to 
sell, the customer unless the selling ef- 
fort was devoted to individual items. 

The per cent of total salesmen’s work- 
ing time devoted to various activities, as 
developed by this time study, is as fol- 
lows: Order taking, 16.1; selling, 23.0; 
traveling, 29.8; visiting, 15.9; waiting, 
10.2; lost by interruption, 3.1; other, 2.4. 
—From Domestic Commerce for Sep- 
tember 9. 
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a new MOGUL PORCELAIN PULL SOCKET 
and a new PORCELAIN CANOPY SWITCH 


for THREE-LIGHT LAMPS 






























































The introduction of 3-light lamps brought about a 
need for sockets and switches. even promptly of- 
fered a comprehensive line. The effort to meet 
new conditions never ceases. Now Bryant leads the 
way with a new Mogul porcelain pull socket and a 
new porcelain canopy switch; both of sufficiently 
high capacity for 3-light lamps. 








MOGUL PORCELAIN PULL SOCKETS 
1500 WATTS, 250 VOLTS 
Operating 1, 2, 1 and 2, off 
CATALOG NUMBER DESCRIPTION LIST PRICE PER 100 
4565 Pull Body Only $150.00 
4573 3/8-inch Brush Brass Cap 10.52 
4583 3/8-inch Brass Yoke 5.26 
Body Diameter, 2 3/16 Inches Body Length, 3 7/8 Inches 
Body Mounting Screw Centers, 1 7/16 Inches 








PORCELAIN CANOPY SWITCH 
10 AMPERES, 125 VOLTS; 5 AMPERES, 250 VOLTS 
Operating 1, 2, 1 and 2, off 
With 6-inch Leads No. 16 C.F. Wire 





Diameter, 2 3/16 Inches Height, 1 7/16 Inches 
Mounting Stem, 13/32 Inches Long 
Catalog Number, 4590 List Price Per 100, $90.00 





FOR FURTHER INFORMATION WRITE TO 
THE NEAREST BRYANT OFFICE 


a R y A N T Superior Wiring Devicer 
ee by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888... MANUFACTURERS OF HEMCO PRODUCTS 
NEW YORKI00 East 42nd Street . . CHICAGO 844 West Adams Street . . SAN FRANCISCO 149 New Montgomery Street 
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Trade Associations 





Central Illinois Wholesalers 
Form Association 

Electrical wholesalers from Peoria, 
Springfield, Decatur, Danville and 
Quincy met at the Leland Hotel in 
Springfield on November 14 and orga- 
nized the Central Illinois Electrical 
Wholesalers’ Association. 

The meeting was attended by W. R. 
Schnirring, D. O. Tharp and George F. 
Ritter, Jr., Springfield Electric Supply 
Co.; R. S. Dobbins, J. H. Wolf and 
Harry Bryson, United States Electric 
Co., Springfield; A. L. Theobald and W. 
R. McCauley, General Electric Supply 
Corp., Springfield; W. R. Kiefer, Kiefer 
Electric Co., Peoria; F. D. Phillips, 
Westinghouse Electric Supply Co., Pe- 
oria; L. L. Burress and R. R. Byrket, 
Danville Electric Supply Co.; B. D. 
Toney, Morehouse & Wells Co., Decatur, 
and C. A. McMullen, Crescent Electric 
Supply Co., Quincy. 

Several wholesalers from Chicago 
were present and explained the objec- 
tives and operation of both the Chicago 
Electrical Wholesalers’ Association and 
the National Council of Electrical 
Wholesaler Associations. The Chicago 
delegation was composed of A. J. Mc- 
Givern, managing director, CEWA, F.R. 
Eiseman, president, CEWA and chair- 
man, executive committee, NEWA, Riley 
Delano, Westinghouse Electric Supply 
Co. and W. Weiss, Graybar Electric Co. 

The new organization voted to become 
affiliated with the National Council. Off- 
cers elected were W. R. Kiefer, Peoria, 
president; B. D. Toney, Decatur, vice- 
president; C. A. McMullen, Quincy, 
treasurer, and R. S. Dobbins, Springfield, 





secretary. A board of governors was 
appointed to consist of these officers and 
L. L. Burress, Danville. An initiation 
fee of five dollars was established and 
dues were set at three dollars per month. 


v 


lowa Wholesalers’ Association 
Reports New Members 

Joseph S. Kimmel, chairman, lowa 
Electrical Wholesalers’ Association, has 
announced that John Collins and the 
Brown Camp Hardware Co., both of 
Des Moines, have recently joined the 
association. 


v 


Wholesalers’ Lighting School 
Held in Chicago 


In connection with Chicago’s Better 
Light—Better Sight activities a lighting 
school was sponsored jointly by the Elec- 
tric Association and the Lighting Insti- 
tute for electrical wholesalers and con- 
tractors. Classes were held three eve- 
nings a week for each group with a reg- 
istration of 207 for the wholesaler’s 
school and 148 for the contractor’s 
school. 

vV 


F. C. Jones Heads NEMA 


Frank C. Jones, president of the Oko- 
nite Co., was elected president of the 
National Electrical Manufacturers’ As- 
sociation at its recent convention in Chi- 
cago. Mr. Jones became identified with 
the Okonite Co. immediately following 
discharge from military service after the 
World War, when he entered the Passaic 
factory. With his election as treasurer 





An Alert Group: 


Co. of Muskegon one of Michigan’s leading electrical wholesaling organizations. 


Starting at the left: 


Five of the men who help to make the Independent Electric 


G. Richardson, driver; R. Bennett, stock clerk; E. Rollen- 


hagen, stock clerk; D. Damm, sales manager, and A. J. Acker, salesman. 





he was transferred to the New York 
office, subsequently being elected to the 
executive position of vice-president and 
general manager. In 1932 he assumed 
the duties of president when H. Durant 
Cheever, who had occupied that office, 
became chairman of the board, 





Frank C. Jones 


Mr. Jones has devoted considerable 
time to NEMA activities, particularly 
on its wire and cable work. He is chair- 
man of the code advisory committee of 
NEMA and chairman of the supervisory 
agency for the wire and cable subdivi- 
sion of the electrical manufacturing in- 
dustry. Mr. Jones was educated at the 
Noble and Greenough School at Boston 
and at Harvard University. 


v 


J. Walter Thompson to Direct 
Radio Publicity Campaign 

The appointment of the advertising 
agency of J. Walter Thompson Co. to 
handle its nation-wide campaign in the 
interests of the entire radio industry has 
been announced by RMA. 

As reported last month, the program is 
the outgrowth of the “5-Point Plan,” 
proposed by the radio wholesalers. The 
general purpose of the new campaign 
will be to awaken the public to the tre- 
mendous strides which have been made 
in radio reception in recent years, culmi- 
nating in the current all-wave receivers 
with their tremendously improved tone 
fidelity throughout the entire broadcast 


band. 
v 


Central Division, ECA, 
Holds Annual Meeting 


The Electrical Credit Association, 
Central Division, held its 39th annual 
meeting at the Bismark Hotel, Chicago, 
on November 23. At the afternoon ses- 
sion a number of papers were presented 
and A. P. Bergner, credit manager, 
Westinghouse Electric Supply Co., Chi- 
cago, led an open forum on credit sub- 
jects. Following the dinner and floor 
show, a program of dancing was ar- 
ranged by the committee. 
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McGivern Expands Activities 
of Chicago Wholesalers 


When the Chicago Electrical Whole- 
salers’ Association decided to appoint a 
managing director, A. J. McGivern was 
selected for the position. Mr. McGivern, 
for many years manager of the Chicago 
house of the Manhattan Electrical Sup- 
ply Co., took up his new duties on Oc- 
tober 1 and, during the past two 
months, has already established an en- 
viable record of accomplishment. 





A. J. McGivern 


One of his first jobs was to stabilize 
the local market on an important supply 
line which had been demoralized by dis- 
tributive outlets outside the electrical 
trade. In commenting upon his work in 
this connection, Mr. McGivern attributes 
his success to the fact that he could ap- 
proach these non-electrical outlets, not 
as a competitor, but as an individual 
with no axe to grind other than to help 
the electrical industry of the Chicago 
area to eliminate destructive competition 
and to obtain a fair and reasonable profit. 
He also lauds both wholesalers and man- 
ufacturers for cooperation which far ex- 
ceeded his expectations. 

Mr. McGivern has also been instru- 
mental, within the past few weeks, in 
bringing about changes in the forthcom- 
ing catalogs of two large mail order 
houses which will bring their prices on 
safety switches more in line with the 
manufacturers’ suggested resale sched- 
ules. 

Another activity, sponsored by Mr. 
McGivern, is to secure recognition by 
the utility companies of the manufac- 
turer-to-wholesaler-to-contractor  se- 
quence of distribution, especially in the 
case of service entrance, meter and range 
switches. Copies of the following reso- 
lution, approved by CEWA on November 
15, have been forwarded to switch manu- 
facturers, to NEWA and to other local 
associations of electrical wholesalers. 


Resolution Uses Safety Appeal 


We, the members of the Chicago Elec- 
trical Wholesalers’ Association, who are 
now and always have been vitally inter- 


ested in electrical installations which 
provide the greatest safety to life and 
property, are the basis for this resolu- 
tion: 

WHEREAS, the introduction of the so- 
called meter-switch-fuse wiring sequence 
in various parts of the country in which 
we are vitally interested, in our judg- 
ment, increases the hazards to personal 
safety for the reason, that in many com- 
munities where outside meter boxes are 
being used, the inside switch and fuse 
equipment are of the dangerous unpro- 
tected type, where formerly protected 
fuse and dead front equipment were reg- 
ularly installed. 

AnD WHEREAS, in some localities pull 
switch range service combination panels 
are used for the inside equipment and 
these are purchased by the utility com- 
panies direct from switch manufacturers 
at prices much below the wholesalers’ 
cost. (In some cases these are sold to 
the user at cost and in some places given 
without charge where ranges are in- 
stalled. ) 

AND WHEREAS, in some localities the 
utilities have provided stocks of outside 
meter boxes to wholesalers for distribu- 
tion to contractors without remuneration 
for their services. 

THEREFORE, BE IT RESOLVED, that we 
protest any change in our system of elec- 
trical wiring or current distribution 
which does not give to the user the same 
protection to life and property that is 
secured by standard sequence installa- 
tions. 

Anp, Be It FurTHER RESOLVED, that 
while we might not be authority on the 
advisability of meter-switch-fuse  se- 
quence of wiring, we insist that the 
manufacturer-wholesaler-contractor se- 
quence of distribution operates to the 
best interest of our industry and in fair- 
ness to all classes involved. 

Anp, Be It FurTHER RESOLVED, that 
where wholesalers are asked to distribute 
outdoor boxes to contractors, that a serv- 





Holding Him Down: 
of Daly & Finn, has quite a reputation 


Jack Daly, left, 
for being a real entertainer. Jack 
Tucker (middle) of U. S. Electric Sup- 
ply and John Obermaier of Cuny- 
Guerber, Inc., had a job to hold him 
down for this picture. These fellows 
are all New Yorkers. 


ice charge be paid to the wholesaler to 
cover his expense. 

AnD, BE It RESOLVED FurTHER, that 
copies of these resolutions be sent to 
those who should be interested in them 
so that public opinion may be awakened 
to preserve the standards of electrical 
material and installation developed dur- 
ing the past years to provide the great- 
est protection to lives and property. 

v 
Electrical Inspectors Active in 
Educational Program 

The educational campaign recently 
launched by members of the International 
Association of Electrical Inspectors, is 
creating widespread interest on the part 
of safety organizations, fire marshals and 
fire chiefs, electrical contractors, deal- 
ers, wholesalers and retail organizations. 
Requests for 8,000 booklets on “Safe- 
guarding Electric Service in the Home” 
have already been received. Inspection 
authorities have already launched cam- 
paigns and are active throughout the 
country. In Chicago, for example, the 
electrical inspection department, in ad- 
dition to carrying on its regular dealer 
inspection of cords and appliances, is 
now engaged in distributing educational 
literature in the schools and to civic or- 
ganizations and a program for regularly 
contacting the press and broadcasting 


stations has been put in force. 
v 

Fuse Manufacturers Organize 

Because of the special nature of their 
industrial and technical interests, fuse 
manufacturers have withdrawn from the 
wiring device section of NEMA and will 
organize as a separate section. 


v 


Interference Campaign 
Launched by RMA 


The interference campaign of the 
Radio Manufacturers Association to im- 
prove radio reception and public satis- 
faction with radio programs and sets, 
was launched November 14 at Rochester 
during the semi-annual convention of 
the Institute of Radio Engineers. 

Organizations invited to name repre- 
sentatives on RMA’s electrical interfer- 
ence committee include the Natienal 
Association of Broadcasters, Edison 
Electrical Institute, Institute of Radio 
Engineers, Radio Club of America, Na- 
tional Electrical Manufacturers Asso- 
ciation, American Radio Relay League, 
Radio Wholesalers Association, Insti- 
tute of Radio Service Men, Society of 
Automotive Engineers, RMA of Canada, 
and many others. 

Reduction of power line, electrical 
appliance and other electrical interfer- 
ence with regular broadcast reception 
and also automobile ignition and other 
electrical interference with short wave 
and also high frequency waves are the 
prime objectives of the campaign. 
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Its The Average That Counts 


Comparison of Results of Calls On Same 


Number of Prospects By Two Salesmen 


ITT ATATTTTTTTT ATT TT ATT 


Pittsburgh Salesman -102 Prospects 


14 Sales 


Portland Salesman -102 Prospects 


| Turndowns 






































- CHART prepared by George W. 
Wilson, vice-president of the In- 
ternational Correspondence Schools, is 
used effectively by him in talks before 
groups of salesmen and sales executives 
to demonstrate the baseless nature of 
much of the discouragement that grips 
nearly all except the veteran salesman 
after a series of repeated turn-downs. 

On the chart is shown the actual re- 
sults of 102 calls on prospects made by 
each of two experienced salesmen. The 
calls were made in Pittsburgh and Port- 
land. The Pittsburgh salesman sold the 
first prospect he called on. There were 
10 failures before another sale was se- 
cured. This was followed by another 
failure, then two sales in succession, and 
then six failures. 

The salesman in Portland made seven 
calls before he secured a sale. Two fail- 
ures followed, then a sale, then two more 
failures, then two sales in succession, 
then eight failures. Between a sale on 
the 28th call and one on the 42nd, there 


were 13 failures. Between the 56th call 
and the 64th—seven interviews—there 
were five sales. 

“Tf either of these salesmen had been 
new men,’ says Mr. Wilson, “either 
might have been discouraged to the point 
of quitting at times. The Portland man 
might have decided he was a mis-fit as a 
salesman before he sold his first prospect. 
The same conviction might have gripped 
the man in Pittsburgh before he sold his 
second prospect. But because these were 
experienced men they knew that it is not 
the sequence of successes but the aver- 
age that counts.” 

The chart shows that when each of the 
two men had completed his 102nd call 
the Pittsburgh man had sold 25 pros- 
pects. The Portland man had sold 24. 
Although there were long resultless 
stretches for each man, the average was 
approximately one sale out of every 4.1 
calls for the Pittsburgh salesman, and 
one sale out of every four and a quarter 
calls for the salesman in Portland. 





+ 
Appliance Sales Increase 

With the exception of refrigerators, 
there has been no diminution in the up- 
trend of orders for electrical appliances, 
which has been particularly strong since 
the early part of September, according 
to a recent trade review by Dun & Brad- 
street, Inc. Even in refrigerators the 
movement has become somewhat larger, 
as a slight change in the method of instal- 
lation now permits these to be purchased 
with loans secured under the provisions 
of the NHA. The nation-wide promo- 
tional campaigns, which manufacturers 
are conducting, have enabled retailers to 
move out washing machines, ironers, 


table appliances, and kitchen labor-sav- 
ing devices in a steady flow, with gains 
of 30 to 40 per cent over last year’s fig- 
ures not infrequent. 


v 


Repairs and Alterations Boost 
Building Permits 

A marked expansion in building oper- 
ations throughout the country is re- 
vealed in the latest report compiled by 
Dun & Bradstreet, Inc. As against a 
normal seasonal increase of about 2.5 
per cent at the time, the volume of per- 
mits taken out during October for new 
buildings, including alterations, addi- 





tions and repairs, showed a rise of 40.9 
per cent over September, while the gain 
over October, 1933, was 42.9 per cent. 
This increased activity in large part re- 
flected the national appeal for home re- 
pairs and improvements, sponsored by 
the various governmental agencies. 


v 


Mazda Lamp Manufacturers 
Simplify Agency Plan 

Important changes in the consignment 
selling plan of both the General Electric 
Co. and the Westinghouse Lamp Co. be- 
came effective December 1. Designed 
primarily to benefit the smaller agents, 
the new plan reduces inventory book- 
keeping to a minimum, provides that 
small agency contracts may be renewed 
by notice, establishes minimum sales 
requirements for small agents, abolishes 
probationary contracts and grants full 
compensation to “B” agents for serving 
small agents. 

Contracts ‘affected by the change are 
those of less than $500 agents, who rep- 
resent the majority of retail agents. Af- 
ter December 1, monthly physical inven- 
tories will not be required and monthly 
sales reports need not be prepared by 
these small agents. Working stocks for 
the agent will be determined on average 
annual demands. Sales may be com- 
puted monthly by deducting a working 
stock from the total consignment balance 
on the assumption that the lamps shipped 
to the agent are to replace the lamps sold. 

The new plan provides that an agent 
may qualify for renewal if his annual 
net sales amount to $25 or over. Pro- 
bationary contracts are discontinued be- 
cause such agents are now eligible for 
the less than $500 simplified form of 
contract. 

An agent’s original contract may, un- 
der the plan, be continued in force year 
after year by the giving of notices of 
renewal. Heretofore, the matter of con- 
tract renewals, involving the physical 
duty of signing a new contract every year 
has necessitated frequent visits and lost 
time. Now, manufacturers’ and agents’ 
employees can devote more time to the 
merchandising and display problems of 
the agents. 

The lamp manufacturers point out that 
the fundamental advantages of the con- 
signment selling plan, including elimina- 
tion of inventory investment and protec- 
tion against loss from fire, flood, obsoles- 
cence, and price reductions, remain un- 
changed. It is expected that the elim- 
ination of frequent inventory reports, as 
well as monthly calculations, will permit 
better stock control. Stock turnover 
should improve as no customer’s lamp 
request need go unfilled. As for the 
serving agent, the new plan is designed 
to reduce his cost of servicing small 
agents while his overall compensation is 
increased. 


Be 


ce 





ANEW FINGER 
in the DYKE 


Since the earliest days of generated elec- 
tricity there has been a constant search 
for the ideal dielectric. Many have been 
the attempts further to plug the leaks in 
electrical transmission with improved in- 
sulation. 


It remained for the United States Rub- 
ber Company to make a startling advance 


in dielectrics with its newest development 
—LAYTEX. 


It came about through an unceasing 
search into the technology of liquid latex 
—the virgin rubber before being coagu- 
lated or worked. 


Triple-creamed latex applied to electric 
wire in a continuous process of building 
up the insulation by repeated dips—offers 
the electrical industry a product of start- 
ling possibilities— 


It has electrical and physical characteristics 
never before achieved. It sets new stand- 
ards in dielectric strength—inductive ca- 
pacity — uniformity — centering — tensile 
strength—elongation— weight. 

We invite electrical manufacturers and 
engineers to ask for fuller technical infor- 
mation. While all the avenues of LAYTEX’S 
ultimate usefulness have not been fully ex- 
plored, sufficient progress has been made 
to warrant the serious attention of the 
electrical industry. 


Truly, here is a “new finger in the dyke.” 
y - y 


United States Rubber Company 
a 


1790 BROADWAY 
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New Texas Division Created by 
Westinghouse Supply 

Effective November 1 a new division 
of its southwestern district was created 
by the Westinghouse Electric Supply 
Co. to handle operations in the state of 
Texas. It comprises the branches loca- 
ted at Dallas, Fort Worth, Houston and 
San Antonio. 

R. G. Berle has been appointed divi- 
sion mariager in charge of the Texas 
Division, reporting to G. H. Miller, dis- 
trict manager. Mr. Berle will make his 
headquarters at the Dallas house. 


v 


Fitzpatrick Electric Supply 
- Adopts Incentive Plan 

K. W. Fitzpatrick, president, Fitzpat- 
rick Electric Supply Co., Muskegon, 
Mich., employs an effective method for 
collecting accounts, moving old stock and 
increasing his sales. Results are recorded 
daily and the salesman who has been 
high man for the most days is rewarded, 
at the end of the month, with a cash 
bonus of five dollars. Old accounts col- 
lected bring more points than slow-mov- 
ing stock that is sold, while highest total 
sales for the day receive a lesser number 
of credits. 

Mr. Fitzpatrick reports that, as a re- 
sult of this contest, his salesmen are col- 
lecting accounts that had been considered 
hopeless, also that they are moving con- 
siderable stock which has been on the 


shelves for the past year and that, at 
the same time, they are boosting their 
sales totals. 

Vv 


Graybar Promotes O'Brien 


D. H. O’Brien, who has been associ- 
ated with the general merchandising de- 





D. H. O'Brien 


partment of Graybar Electric Co. for the 
past seven years, has been given respon- 
sibility for the direction of this important 
part of the company’s business. As gen- 
eral merchandising manager, reporting 
to the vice-president in charge of sales, 
Mr. O’Brien will promote the company’s 
merchandising business under its new 
distribution policy, recently announced 
in ELECTRICAL WHOLESALING. 











Part of the Force: Of Hawkins Electric Co., Chicago, plus one visitor. Left to right: 
Eldon Wiese, counter man; A. V. Bonsey, salesman, Consolidated Electric Lamp Co. ; 
Mollie Pollack, stenographer; O. E. Frankenbush, vice-president; Phyllis Staber 
stenographer, and Harold Bennett, shipping clerk. 


’ 








Born and educated in Cork, Ireland, 
Mr. O’Brien began his electrical career 
with the National Telephone Co. of 
Great Britain. He affiliated with the 
Western Electric Co. in 1916 as a spe- 
cialty salesman of farm lighting equip- 
ment and later held the position of tele- 
phone specialist, line material specialist, 
manager of lighting department, and 
manager of telephone and radio depart- 
ments—all with the New York house. 

Moving to the general department of 
the Graybar Electric Co. in 1928 he was 
made general radio sales manager, later 
becoming general merchandising mana- 
ger. He has now been placed in full 
charge of the company’s merchandising 
programs. 

v 


Sales Department Reorganized 
by Elliott-Lewis 

The Elliott-Lewis Electrical Co., 
Philadelphia, recently completed a pro- 
gram of extensive sales reorganization 
inaugurated the first of this year. This 
program came as a result of the well 
founded belief that there were definite 
indications of an improvement in busi- 
ness conditions, and that adequate meas- 
ures should be taken which would put 
the company in a position to take advan- 
tage of them. 

Under the new organization, F. R. 
Elliott, president, is in charge of elec- 
trical equipment and supply sales, Glenn 
W. Ashley and George L. Heays are 
assistants in charge of motors and appa- 
ratus, and of unit heaters, blowers, and 
ventilation, respectively. 

J. P. Mcllhenny, formerly general 
sales manager, is now in charge of ap- 
pliance sales. His assistants are R. J. 
Threlfall, responsible for radio sales, and 
Edward Pincus, who supervises washer 
and cleaner sales. 

F, R. Elliott, Jr., rounds out the or- 
ganization with a sales promotion and 
statistical department which coordinates 
the work of the two sales divisions. 

Already results have justified the in- 
creased personnel and planning. Appli- 
ance sales have jumped, and electrical 
sales have spurted. An _ Elliott-Lewis 
dealer won a national prize in a General 
Electric washer campaign, two of their 


salesmen won the first and third prizes, © 
and the house won a cleaner campaign, 


all in the space of 10 months. 
v 


New Graybar Warehouse 
in Los Angeles 

A new $175,000 building now under 
construction at Second St. and Santa Fe 
Ave., Los Angeles, when completed, will 
be occupied by the Graybar Electric Co. 
as its southern California headquarters. 
Warehouse and service facilities will 
provide for a large anticipated increase 
in appliance sales. 
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PARANITE WIRE & CABLE CORP. 


JONESBORO, INDIANA 
Division of 


ESSEX WIRE CORPORATION, Detroit, Michigan 
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Mr. Fixit in Person: 
Co., St. Louis, is aided in his selling to industrial and contractor accounts by his 
ability to understand and solve mechanical problems. This picture shows him in his 


workshop at home, where he builds and experiments. 


Charlie Vogler, salesman for the Barrett Electrical Supply 


It is not only completely 


equipped but handsomely finished in modernistic design. 





Brooklyn Branch Opened 
by Viking Products 


Viking Products Corp., electrical ap- 
pliance distributors, New York City, 
have opened a branch office and ware- 
house at 17 Bergen St., Brooklyn. David 
Bond, formerly in charge of the main- 
tenance department, is manager of the 
new branch. The salesmen assigned to 
the new house are Max Herman, Henry 
Ehrons and R. N. Fish. 


v 


Englewood Supply Holds Show 

The Englewood Electrical Supply Co., 
Chicago, held its seventh annual holiday 
merchandise exhibition on the evenings 
of November 21 and 22. Cooperating 
with this wholesaler in putting on the 
show were 24 manufacturers of elec- 
trical merchandise and supply lines who 
prepared interesting displays arranged 
in booths. Factory representatives helped 
the Englewood boys entertain the 1,200 
visiting dealers and contractors who 
were treated to a “Dutch” lunch. 


¥ 


New Show Rooms Opened 
by B & B Electric 


The new showrooms of the B & B 
Electric Co. at 325 Main St., Cincinnati, 
heralded as “the most beautiful lighting 
studios in the Middle West,” were for- 
mally opened with a house warming and 
a showing of new Chase lighting fixtures 
on the evening of November 7. ; 


v 
Nelson Electric Adds to Force 


Business seems to be improving in the 
west, for the Nelson Electric Supply Co., 
Tulsa, Okla., has added two new men 
and transferred two others. M. J. 


Bridges, formerly purchasing agent, is 
now selling in eastern Oklahoma. The 
new office and store manager is W. L. 
Muir. James Hines is starting in as 
shipping clerk and C. M. Hilt, formerly 
with the General Electric Supply Corp., 
at Kansas City, has been employed as 
quotation clerk. 


v 


Caspers Leaves Rex Cole, 
Joins Montgomery Ward 
E. H. Campbell, sales promotion man- 
ager, Rex Cole, Inc., New York City, 
has announced that Harold C. Caspers, 
manager of the Kitchen Planning De- 
partment, has resigned to become assist- 
ant manager of the Refrigeration De- 
partment of Montgomery Ward & Co. 
Mr. Caspers assumed his new duties on 
November 15 and will make his head- 
quarters in Chicago. A farewell dinner 
was tendered him by members of the 
Rex Cole organization at the Gramercy 
Park Hotel on November 12. 








Personals 








On November 15, Rosert BELLER, 
president, Beller Electric Supply Co., 
Newark, N. J., was elected to serve as 
president of the Essex County Electri- 
cal League during 1935. 

FRANK Roupe, for over 20 years con- 
nected with the former American Elec- 
trical Supply Co., Chicago, as Iowa 
salesman and, later, as purchasing agent, 
is now affiliated with the Otto J. Ka- 
berna Co., manufacturers’ agents, 29 S. 
Desplaines St., Chicago. 

G. T. Watson is now handling appli- 
ances in Arkansas, Mississippi and Ten- 
nessee for the Memphis house of Gen- 


eral Electric Supply Corp. Mr. Watson 
was formerly with Orgill Bros. of that 
city. 


L. H. EpenFie_p, General Electric 
Supply Corp., Nashville, Tenn., has been 
promoted from counter man to the sup- 
ply sales department, traveling central 
Tennessee. CLARK TALIAFERRO is the 
new counter man. 


H. B. Seaton, of the Line Materials 
Co., has located his headquarters at the 
James Supply Co., Chattanooga, Tenn. 


H. T. Bacon is covering southern 
Illinois for the Barrett Electrical Supply 
Co., St. Louis. His headquarters are 
at Mt. Vernon, IIl. 


L. C. HILTABIDDLE is now appliance 
specialist in the Cleveland territory for 
General Electric Supply Corp. He was 
formerly with the Electric Vacuum 
Cleaner Co. and C. L. Kaufman & Sons 
Co. 


O. E. GoLicHTLy, formerly with Mem- 
phis Power and Light Co., is selling mer- 
chandise lines in the city territory for 
Graybar Electric Co., Memphis. 


Ceci, Larson, for eight years with 
the Grayham-Reynolds Electric Co., Los 
Angeles, has become affiliated with the 
Biddle Trade Bureau of that city. 


Tafel Electric Co., Nashville, Tenn., 
has recently employed FRANK SMITH to 
cover the city on supplies. 


J. J. SCHALLER is now associated with 
T. G. Gale and J. F. Koblink in the Na- 
tional Electric Supply Co., Los Angeles. 
Mr. Schaller was formerly a manufac- 
turers’ agent, representing the Circle F 
line. 


Tom W. Price is the new sales promo- 
tion and advertising manager of General 
Electric Supply Corp. at Salt Lake City. 


E. C. LoGAN is a new shipping clerk 
at Graybar Electric Co., Nashville, 
Tenn. 


Westinghouse Electric Supply Co., 
Salt Lake City, announces that FranK 
Youne, formerly lighting specialist, has 
been promoted to the sales force and is 
covering Utah, Nevada and Wyoming. 
ALTON MAUGHAN is taking over the 
place vacated by Mr. Young. 


Cuas. T. SmitH will handle Leonard 
refrigeration sales throughout Virginia 
for Graybar’s Richmond branch. 

Frep F. BRUNNER and AL C. MULLER, 
formerly with Incandescent Lamp Dept., 
General Electric Co., are now with the 
Garfield & Elliott Supply Co., New York 
City. Mr. Brunner is in charge of lamp 
sales. 

McCleery-Carpenter Electric Co., Col- 
umbus, Ohio, has employed At RouHeEr, 
formerly with Cutler-Hammer, Inc., as 
specialty salesman and Wm. F. ScHar- 
ENBERG, formerly with Westinghouse 
Electric Supply Co., as purchasing agent. 
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Puf Sales Push 
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Switchless Plugs 


HEATER PLUG COUNTER DISPLAY 


On your customers’ counters or in windows, this display will bring prominently to the attention of con- 
sumers THE Screwless Heater Plug which has eliminated cord set trouble and annoyance. Faced with 
brilliant silvered foil, lettered in red and blue, the display takes the product out of boxes and puts it 
where it meets the demand for a plug that holds together. . . . The display combinations are priced 
at levels your customers can afford, and allow an attractive profit to you. Write for sales proposition. 


om OOK & HEGEMAN DIVISION gee 
apr meres THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. ng OE 
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Manufacturers’ News 








Tompkins Joins General Cable, 
George Sherry Promoted 
Effective December 1, General Cable 
Corp. announces the promotion of 
George Sherry to be general merchan- 
dise manager of the company, also the 
appointment of H. B. Tompkins, for- 
merly manager of supply sales of the 
General Electric Supply Corp., to the 
position of general sales manager. 


v 


Three New Vice-Presidents 
Elected by Westinghouse 


Following a recent meeting of the 
board of directors of the Westinghouse 
Electric & Manufacturing Co., President 
F. A. Merrick announced the election of 
three vice-presidents, Roscoe Seybold, 
formerly comptroller; William G. Mar- 
shall, formerly assistant to vice-presi- 
dent ; and Ralph Kelly, formerly director 
of budgets. They will make their head- 
quarters in East Pittsburgh. 


v 


Bieringer Again in Europe 
Walter Bieringer, vice-president of the 
Plymouth Rubber Co., Canton, Mass., 
sailed November 17 on the steamer 
Champlain for one of his periodical vis- 
its to the continent and the company’s 
British factory. 


v 


Walter Bowe Joins Subsidiary 
of U. S. Steel Corp. 
Fred M. Fuller, general sales manager, 
American Sheet and Tin Plate Co., Pitts- 
burgh, a subsidiary of the United States 


Steel Corp., announces the addition of 
Walter A. Bowe to the general office 
sales organization. Mr. Bowe recently 
resigned as advertising manager of the 
air-conditioning department of General 
Electric Co. 

v 


M. A. Buettell Now with Ideal 
Commutator 


B. E. Holub, sales manager, Ideal 
Commutator Dresser Co., Sycamore, II1., 
announces that M. A. Buettell, formerly 
with the Dodge Manufacturing Corp., 
has joined the Ideal staff as electrical 


engineer. 
v 


Square D Sells RectiFilteR Line 
to Raytheon Manufacturing Co. 

The Raytheon Manufacturing Co., 
Electrical Equipment Division, Wal- 
tham, Mass., announce that they have 
acquired from the Square D Co. of De- 
troit, their “RectiFilteR” business. 
These units will henceforth be manufac- 
tured and shipped from Waltham. 

RectiFilteRs are designed for opera- 
tion from any a.c. power circuit and by 
appropriate design of the transformers 
and rectifying elements can be made to 
deliver d.c. at almost any combination of 
voltage and current. The residual a.c. 
component remaining in the d.c. output 
can be reduced to any desired degree by 
the proper selection of the choke coils 
and condensers which comprise the filter 
circuit. The entire assembly is mounted 
in a suitable code steel box and marketed 
as a unit. Both copper oxide and bulb 
rectifiers are employed depending upon 
the rating. 








Two and Two: 





“Bob” Kuzel, left, representing Wheeler Reflector and Wakefield 


Brass, and “Rock” Smith, right, Merchandise Dept., General Electric Co., visiting 
the Kalamazoo branch of General Electric Supply Corp., line up with D. K. Critten- 
den, counter man, and Bert Gordon, stock clerk. 


The Raytheon line will include stand- 
ardized units for broadcasting, theatre, 
fire alarm signal, telephone, and battery 
charging service. 


Vv 


Eames Leaves Bryant Electric 


The Bryant Electric Co., Bridgeport, 
Conn., has announced the resignation of 





Robert M. Eames 


Robert M. Eames as vice-president and 
general manager. Mr. Eames is one of 
the pioneers in the wiring device field, 
having been connected with the Bryant 
company in various capacities for the 
past 28 years. 

Harry E. Seim has been appointed as 
general manager succeeding Mr. Eames. 
Prior to this promotion Mr. Seim was 
treasurer and auditor of the company. 


Vv 


Kohnstamm Named Manager of 
Westinghouse Lighting Sales 
F, R. Kohnstamm has been appointed 

manager of the Lighting Division of the 

Westinghouse Electric and Manufactur- 

ing Co. and will have supervision over 

all lighting activities, including sales, 
engineering and manufacturing, now 
conducted at the Westinghouse plant in 

Edgewater Park, Cleveland. 

Mr. Kohnstamm, a native of Scranton, 
Pa., has been associated with the West- 
inghouse Company since 1917. Located 
in East Pittsburgh for the first two years 
of his service, in 1919 he was transferred 
to Mansfield, Ohio, where new head- 
quarters for the company’s merchandis- 
ing department had been established. In 
1922 he was made manager of the Appli- 
ance Division. Five years later, in 1927, 
he was appointed assistant sales man- 
ager of the entire department and in 1931 
became director of merchandise. 

Early in 1933 he returned to East Pitts- 
burgh, Pa., headquarters as sales promo- 
tion manager, holding that position until 
his present appointment and transfer to 
Cleveland. 


eee 
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Serv-U-Fones—the new private telephones 
for offices and homes—have received a most 
enthusiastic welcome from the electrical mer- 
chandising field. Unfortunately, however, many 
dealers have merely classified Serv-U-Fones 
with other new and interesting electrical prod- 
ucts and, in so doing, have overlooked their 
great potential importance. 


The true significance of Serv-U-Fones lies in 
the fact that, for the first time in telephone 
history, telephones are packaged like electrical 
appliances. Because of Serv-U-Fones, the 
average man may now select and assemble 
the exact telephone system for his private 
needs, a privilege heretofore enjoyed only by 
people of wealth. Because of Serv-U-Fones, 
the electrical dealer may now sell complete 
telephone systems over the counter with the 
same ease in handling as with other electrical 
products. And finally (and perhaps most im- 
portant), because of Serv-U-Fones a wholly 
new field for profitable cultivation is now 
opened for the electrical merchandising fra- 
ternity. 


» 
AMERICAN AUTOMATIC ELECTRIC SALES COMPANY 


1033 W. VAN BUREN STREET 


etal or A TELEPHONE SYSTEM 


It requires but a few moments’ considera- 
tion to appreciate the tremendous sales possi- 
bilities of Serv:U-Fones. Virtually every man can 
call to mind several locations in his home or 
his place of business where a telephone would 
save him innumerable steps each day. Hereto- 
fore, two things—expense and engineering 


complication—have blocked his desire. Serv- 


U-Fones remove both of these barriers. Just 
as soon as the average man is shown how 
easily and inexpensively it can be accom- 
plished, he is going to have Serv-U-Fones in 
these locations! 


Serv-U-Fones are available in systems of 
two to eight stations—either handset wall or 
desk instruments. Ordinary dry cells furnish 
all the necessary power. Installation is so 
simple that it is easily within the capabilities 
of the average householder. Prices for com- 
plete systems begin at $10.00. Complete infor- 
mation concerning discounts, cataloging and 
merchandising will be furnished to recognized 
wholesalers and dealers without obligation. 


CHICAGO 
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A Serious Day: At least it appears to 
be one for A. O. Potts, right, sales man- 
ager, Middle States Electric Co., Chicago, 
and “Reggie” Renaud, center, who sells 
for Harvey Hubbell, Inc. Harry Ress- 
ler, Middle States salesman, seems to be 
in a lighter mood. 





Broadbent and Atwater Pro- 
moted by Westinghouse Lamp 

Harold S. Broadbent, formerly man- 
ager of the Commercial Engineering 
Department, has been appointed assistant 
to the vice president of the Westing- 
house Lamp Co., according to an an- 
nouncement by David S. Youngholm, 
vice president and general manager. 
D. W. Atwater, formerly assistant to 
Mr. Broadbent, has been advanced to 
manager of the Commercial Engineering 
Department. 

v 


Bright Star Occupies 
New Factory 


The Bright Star Battery Co., which 
began the manufacture of flashlights and 
batteries in a small building in Jersey 
City, N. J., over 25 years ago, is now 
occupying a new and modern plant lo- 
cated at Clifton, N. J. The property 
covers a tract of seven acres and com- 
prises three connecting buildings with 
a combined floor space of 125,000 sq. ft. 


¥ 


Zummach Returns to Hexcel, 
Plant to Move to Racine 

After an absence of 13 years, John G. 
Zummach, mechanical engineer, has re- 
joined the staff of the Hexcel Radiator 
Co., Milwaukee, as chief engineer. He 
will have complete charge of the com- 
mercial and air conditioning branch of 
the business. In December the com- 
pany will move to a modern daylight 
building in Racine, Wis. 


v 


Copeland, Trupar, Zerozone to 
Occupy Detroit Plant 

A consolidation of manufacturing 
facilities of its three subsidiaries manu- 
facturing refrigerators, commercial con- 
densing units and air conditioning 
equipment is announced by Dallas E. 
Winslow, president of Dallas E. Wins- 
low, Inc., parent corporation of Cope- 


land Refrigeration Corp., Mount Clem- 
ens, Mich., Trupar Manufacturing Co., 
Dayton, and Zerozone Refrigeration 
Corp., Chicago. 

The combined operations of these three 
units will be housed in the manufactur- 
ing plant located at Holden and Lincoln 
Avenues, Detroit, formerly used by Lin- 
coln Motor Car Co. This plant has a 
floor area of upwards of 200,000 square 
feet, with service from three main line 
railroads. Occupancy of the new quar- 
ters is to begin December 1. 


+ 
F. P. Walter Adds Lines 


Fred P. Walter, St. Louis manufac- 
turers’ agent, has added three additional 
manufacturers to his list : Goodrich Elec- 
tric Co.; Erie Malleable Iron Co., and 
the V. V. Fittings Co. Mr. Walter took 
over the business of C. H. Wallis & Co. 
about two years ago and is covering St. 
Louis and the southwestern territory. 


Vv 


Kelvinator Promotions for 
DeWitt and Saylor 


Vance C. Woodcox, Kelvinator Corp. 
advertising director, has announced the 
appointment of W. M. DeWitt to the 
management of the company’s domestic 
advertising and sales promotion depart- 
ment. For the past four years a Kelvin- 
ator district manager, Mr. DeWitt 
since 1925 has been active in electrical 
appliance merchandising in the south and 
east. 

Wilbur E. Saylor, who since 1932 has 
been in the merchandising division of 
the sales promotion department, has been 
appointed as assistant to Mr. DeWitt. 


- 


H. A. Wronker to Leave 
Van Cleef Bros. 


Herman A. Wronker has resigned his 
position with Van Cleef Bros., Chicago. 
He leaves on December 1 to go into busi- 
ness for himself. George Wills, who 








On the Pigeon River, near A. T. Knowl- 
son’s Camp at Wolverine, Mich. The 
trout fishermen are: Charles A. Pierson, 
Standard Electric Stove Co., Toledo; 
Clarence J. Henry, Detroit Edison Co., 
and Fred Lafferty, formerly of the A. T. 
Knowlson Co. 


was assistant manager of the Dutch 
Brand exhibit at A Century of Progress, 
will succeed Mr. Wronker as division 
sales manager in the southeastern terri- 
tory. H. G. Goble, who was in charge 
of the firm’s World’s Fair exhibit, has 
been assigned to the sales department. 
He will cover those parts of Michigan, 
Illinois and Indiana adjacent to Chicago. 


v 


Westinghouse Sales Improve 

Orders received by the Westinghouse 
Electric & Manufacturing Co. during the 
nine months ended September 30 totaled 
$79,105,881, compared with $52,953,482 
in the corresponding period of 1933; an 
increase of 49.4 per cent. Sales billed 
totaled $69,245,486 compared with $46,- 
562,269 in the first nine months of 1933. 

Operations during the nine months 
ended September 30 resulted in a loss 
of $363,787. This compared with a net 
loss of $7,083,641 for the corresponding 
period of 1933. 


...... sill 


Frank M. Bostater 


Frank M. 
Bostater, age 
60, a director 
of the Stand- 
ard Electric 
Stove Co., 
Toledo, died 
while on a 
business trip to 
Lansing, Mich., 
October 30. He 
was one of the 
original incorporators of the Standard 
Electric Stove Co. in 1912. Previous 
to that time he was one of the or- 
ganizers of the Electric Auto Lite Co. 
of Toledo. 

Mr. Bostater had been continuously in 
the electric range business with the 
Standard company since that time and 
was considered one of the oldest and 
best informed electric range men in the 
United States. His pioneer work extend- 
ed into every part of the United States. 
He introduced electric ranges in the 
New England states and was among the 
pioneers in introducing electric ranges 
throughout Michigan, Indiana, Missouri, 
Kansas, Montana and Idaho. 

From 1918 to 1921 he represented the 
Standard company in Kansas City, han- 
dling all the central west territory. He 
then transferred to Birmingham, Ala., 
and remained there for two years. 

During the last several years he had 
been engaged in general organization 
work in different parts of the United 
States. 








Frank M. Bostater 
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The popularity of Hubbard 5500 Series Light Type 
Hickory Braces has indicated them to be one of your 
greatest sales prospects. They have— 


High Mechanical Strength 

Compactness and Light Weight 

Large Metal-to-wood Contact Areas 
Durability under Changing Weather Conditions 


A Complete Catalog on Wood Construction High- 
Tension Materials on request. 


PITTSBURGH 
*CHICAGO*’ 


WHOLESALING 


To complete the Structure you may offer your 
customer a High Tension Lead Thread Pin to meet 
any line requirement. Sell — 


Permanent bond between Lead Thread and Pin 
Full Contact between Arm and Pin Base under stress 
Standard Tapered Lead Threading 

- Temperature Change dangers eliminated 

Write for complete details if you wish to increase 

your sales on this line. 
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uniform conduit 
MEANS PERFECT JOBS 


Every length of Fretz-Moon Conduit is absolutely uniform—correct in 
size; with a perfect weld that will not open under severe bending; a total 
absence of hard or “burnt” spots in the metal; clean inside and out; 
unparalled ease of cutting, bending and threading; threads that are clean, 
accurate, sharp and free-running; enameled and galvanized surfaces that 
will not chip, crack or flake under bending strain, and that resist wear; a 
uniform raceway with full diameters at bends; absolute freedom from 
burrs or rough edges; installation speed second to no other rigid conduit. 

Because it is made of highest quality materials by the exclusive, 
scientifically-controlled “continuous process,” Fretz-Moon Conduit offers 
the maximum in uniformity in these ten features. And because of its 
high uniformity, every job on which it is used is a perfect one that pays 
profits to all concerned. 

Wholesalers who stock Fretz-Moon Conduit are enjoying profitable 
sales. You, too, can be one of them. Write for details. 


STEEL AND TUBES, INC., CLEVELAND, OHIO 


Rae 8 8 | 


RIG/D CONDUIT 














Two Optimists: “Bob” Duthie, West- 
inghouse Electric & Mfg. Co. and J. J. 


McCaffery, president, the McCaffery 
Co., South Bend, Ind., are radiating con- 
fidence because of the improved business 
outlook. 





Merchandise Mart Lamp Show 
January 7-19 

“For a long time it has been the desire 
of the leading lamp manufacturers to 
have a concentrated central market,” ac- 
cording to E. G. Wellin, sales promotion 
manager, Chicago Merchandise Mart. 
“Although the Mart’s annual lamp show 
has grown steadily in importance and 
popularity, it has been closed to outside 
exhibitors for the past two and one-half 
years. The 1935 winter show, to be held 
from January 7-19, will be open to all 
exhibitors, however.” 

“We have 108 lamp and 68 shade 
manufacturers as permanent exhibitors,” 
states Mr. Wellin. “The fact that the 
market is held concurrently with the fur- — 
niture market, floor-covering market and 
house furnishings and electrical appli- 
ance market exercises a tremendous 
appeal to buyers of lamps who also buy 
these lines.” 


v 


Kelvinator to Equip Model Home 
for All-Year Air Conditioning 


Year round home air conditioning will 
be provided in a completely conditioned 
residence which Kelvinator Corp. will 
build for demonstration purposes adja- 
cent to its factory in Detroit. Ground 
will be broken within the next few weeks. 

In design, construction and equipment 
the home will be kept close to the aver- 
age residence of this type in the country. 
It is being built for the purpose of dem- 
onstrating the performance of its stand- 
ard heating-air conditioning, and refrig- 
eration devices. In no sense of the word 
will it be an experimental project. Stand- 
ards already established for modern resi- 
dences will be followed as closely as 
possible although the plann’ng of rooms 
to permit proper circulation of air and 
an improvement in window designs may 
depart somewhat from the traditional. 
Good standard insulation procedures 
will be followed. 
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= MERCHANDISING SECTION 


The Electrical Wholesaler is a 
Merchandiser of Appliances 

















IN A HIGHLY INDUSTR 
FOR EXAMPLE ~ TERRITORY AN ELECTRICAL. 


WHOLESALER 









FOOD PRODUCTS 





Dip PRACTICALLY 


1007 INDUSTRIAL 
BUSINESS PRIOR TO 1930 
7 b. EMPLOYED NO SPECIALTY 
MADE NO EFFORT TO GET 
RETAIL DEALERS. 


METAL 
WORKING 


CHEMICAL 











TEXTILES 


RUBBER GOODS 
WHEN INDUSTRY SHUT DOWN 
THERE WERE NO MORE INDUSTRIAL 
SALES. HE HAD HIS CHOICE OF 
CLOSING AND WAITING FOR 
INDUSTRY TO REVIVE OR 


SELLING APPLIANCES/ 





TODAY - HE EMPLOYS NO 
INDUSTRIAL SALESMEN- ALL 
HIS MEN ARE APPLIANCE 
MERCHANDISERS SELLING 
THROUGH 450 RETAIL OUTLETS 
OF A DOZEN DIFFERENT KINDS 




















OF THE ZW7/RE TRADE/ 























Read “A Dealer Discusses the Electrical Wholesaler’s Salesman” 
on Pages 8 and 9 of this issue 
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18 ways to keep the wolf away! 








G-E Hotpoint“Oxford’’ Percolater—6-cup capac- 
... $8.95. G-E Hot- 
. $3.95. Moderne 


ity ...$7.95 —7-cup capacity 
point “Yarmouth” Toaster. . 


Iron... $8.95. G-E Hotpoint Mixer... $22.50. 


In 1934 General Electric Hotpoint in- 
troduced 18 new items! 

Even in a fast-moving field like the 
electric appliance industry /ha/’s some- 
thing of a record. 18 new products! 18 
new ideas for your dealers! 18 new sell- 
ing points for your salesmen! 


What about 1935? 
So far so good. But what about 1935? 


Here’s our answer: Already new products 
are being lined up—new ways to handle old prob- 
lems are being thought out—new models are being 
made to make even more attractive the line that 
brought profit to everybody who featured it! 


As for its merchandising policy 
General Electric Hotpoint will continue 
to work hand-in-hand with its Dis- 
tributors. 


It will continue to offer the most 
complete line in the small appliance 
field. It will continue its advertising— 
the most consistent of its kind in the 
business. Its salesmen will continue to 
work with your salesmen in cracking 
the tough jobs—and keeping old ac- 
counts friendly. 


It will continue to give the best and 
quickest service, in making repairs and 
supplying parts, from its six Hotpoint 
Kactory Branch Service Stations. 

And it will continue to stick to the 
principle of a fair profit to every one 


who handles the line —the Manufac- 
turer—Distributor—and Retailer. 
Write General Electric Hotpoint, Mer- 
chandise Dept., Section E-8512, Rn 

Bridgeport, Conn. 


CODE 
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A Section Devoted to 


Manufacturers’ 


Descriptions of 


Their Products 





What's New 


Inexpensive Fire Alarm 


Connected to the door bell wiring 
which is tested many times a day, “Ther- 
motact” is a practically foolproof fire 
alarm. The main element, a small fuse 
that melts and forms electrical contact 
when temperature reaches 150° F., is 
contained in a housing similar in shape 
to an ordinary cartridge fuse which is 
mounted on a red Bakelite fuse block 
1%” long. The mineral element, of 
which the fuse is made, is triple-refined 
and tested many times to attain the 





fixed melting point. Priced at $1.50, this 
alarm is simple to install requiring no 
technical skill. Fahrenheit Laboratories, 
30 Broad St., New York City.—Electri- 
cal Wholesaling, December, 1934. 


Electrical 'Chorcord" 


Located within the wall, “Boschord” 
is always out of the way yet convenient- 
ly within reach. Six ft. of No. 16 cord 





9 











OQ C. 





suspended in a metal raceway, are re- 
trieved by a slight pull and checked at 
any length. An attractive plate, measur- 
ing 414” x 63%” covers the “Chorcord” 
assembly including cord and switchboard 
outlet housing, located at top of race- 
way 48” from floor. Set is absolutely 
safe as there is no current in cord or 
terminal when not in use, both being 
controlled by adjacent switch. Shipped 


in carton 6” x 9” x 49”, weight 14 Ibs. 
Bosch Products Co., 639 Mission St., 
San Francisco, Cal.—Electrical Whole- 
saling, December, 1934. 


Mile-Range Flashlight 


This “Big Bertha of 
Flashlights” is made in 
two tubular fibre sec- 
tions, each self-con- 
tained, so that it can be 
used either as a five-cell 
or as a long range 10- 
cell light by screwing 
the two sections togeth- 
er. Large, octagonal, 
non-rolling focusing 
head holds brilliant re- 
flector and tubular 11.8 
volt bulb, which must 
be used with the 10-cell 
hook-up. An extra 11.8 
volt bulb and a 6.2 bulb, 
to be used with the sin- 
gle unit, are carried in 
spare bulb carrier. A 
three-way safety switch, 
assuring positive action 
at all times, controls the 
lights. Bond Electric 
Corp., Jersey City, N. J. 
—Electrical Wholesaling, 
December, 1934. 


Large Electric Roaster 


Roaster No. 650 not only roasts and 
fries meat, but cooks vegetables, bakes 
pies, cakes and biscuits, pops corn, and 
cans fruit. With a capacity of 11 liquid 
quarts and large enough to handle a 10- 
pound turkey or ham, this cooker should 
be large enough for most families. Por- 
celain lined interior, chrome finished 
cover and heavy green lacquered exte- 
rior give an attractive appearance. The 
spool-type heating element provides two 
heats, high 1000 watts, low 410 watts, at 





115 volts. A removable insert, three 
aluminum pans and cord are furnished. 
Dimensions: Height 10%”, length 1914”, 
width 12”. The Swartzbaugh Mfg. Co., 
Toledo, Ohio.—Electrical Wholesaling, 
December, 1934. 





Midget Radio 


The “Kadette Jewel” embodies good 
performance in a small, beautiful cabi- 
net. Name is descriptive of case which 
is bakelite and plaskon finished in a 
great variety of colors with grille insets 
reproducing semi-precious stones. Three 
tube circuit is used, one of tubes being 
a combination audio output and rectifier 
tube, eliminating need of an extra tube. 
Non-adjustable, magnetic speaker has 5” 
balanced armature. Receiver is ambi- 
lectric, operating on either a.c. or d.c. 
current. Antenna is built-in. Dimen- 
sions 7%” long x 5%” wide, weight 3% 
Ibs. International Radio Corp., Ann 
Arbor, Mich—Electrical Wholesaling, 
December, 1934. 


Electric Toy Lantern 


The “No-Name” toy lantern (to be 
named later) is equipped with standard 
1.2 volt Mazda flashlight bulb and No. 
101 Mono-cell battery. Construction is 





Wornout batteries 


simple. 
are replaced by merely unscrewing top 
of lantern, lifting out old battery and in- 


extremely 


serting new one. A special feature is 
the automatic switch, built into handle, 
which causes light to flash on whenever 
handle is raised, and automatically turns 
light off when handle drops back to nor- 
mal position. Fittings of nickel-plated 
steel. Heavy glass globes furnished in 
three colors: red, clear white and green. 
Bond Electric Corp., Jersey City, N. J— 
Electrical Wholesaling, December, 1934. 
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Modern Wall Lights 


Models AL-2270 and AL-2380 Alabax 
lighting fixtures are available in white, 
black, light green, sea green, ivory or 
orchid. AL-2270 (illustrated) for switch 
box mounting only, is supplied complete 
with tubular, opal 
glass shade and uses 
either a 25 or 40- 
watt T-10 lamp. Its 
smooth, harmonious 
lines will lend dis- 
tinction to any in- 
stallation. Model AL- 
2380, an over-the- 
mirror piece styled to 
match, is designed to 
give not only a mod- 
ernistic appearance 
but to provide good 
lighting as well. Sup- 
plied with conve- 
nience outlet if de- 
sired. Pass & Seymour, Inc., Syracuse, 
N. Y.—Electrical Wholesaling, Decem- 
ber, 1934. 





Picture and Shelf Light 


For lighting indoor signs, displays, pic- 
tures, shelves and show cases, this light 
contains a scientifically designed elliptical 
reflector that attains high efficiency and 
projects an even, steady light. Unit takes 




















a standard 60 watt lamp while many re- 
flectors of this type require a special 25 
watt lamp. Universal mounting bracket 
for fastening to either horizontal or ver- 
tical surfaces, cord and plug are fur- 
nished. Finished in gold bronze lacquer. 
Overall length of light, 19”. Net price 
to trade $1.40. Wilson Lighting, Inc., 
2387 N. Hoyne Ave., Chicago, Ill— 
Electrical Wholesaling, December, 1934. 


Floodlight Lowering Device 


“Saflox,” a new line of floodlight low- 
ering attachments, permits safe and easy 
lowering for cleaning and re-lamping of 
this manufacturer’s ‘“Duo-Service” or 
“Play-area” floodlighting reflectors. 





Three basic units comprise the device: 
a sheave housing installed at top of pole 
which contains terminal blocks, armored 
wiring connections and lowering chain 
pulleys; floodlight hood, chain suspen- 
sion type, with guides for automatic po- 


larized socket alignment, and chain an- 
chor-lever for attaching to bottom of 
pole. Hood connection is designed to 
prevent light flicker or jarring loose of 
reflector due to vibration. It permits 
raising or lowering of reflector without 
changing adjustment for light coverage. 
All parts not of cast aluminum are 
heavily cadmium plated. Twenty ft. of 
1500 Ib. test galvanized chain furnished 
with each unit. Benjamin Electric Mfg. 
Co., Des Plaines, Ill—Electrical Whole- 
saling, December, 1934. 


Boxes with Slotted Knockouts 


“Center-pri,’” a new knockout incor- 
porated in the outlet and switch boxes 
of this manufacturer, facilitates the re- 
moval of knockouts and eliminates the 





use of more than one tool in the opera- 
tion. “Center-pri” consists of a slotted 
opening in center of knockout, so placed 
that insertion of screw driver with an 
up and down prying movement will re- 
move knockout without making it neces- 
sary to lay aside the screw driver and 
use the hands or another tool. These 
knockouts can be removed from either 
inside or outside of box. Made accord- 
ing to Underwriters’ and American As- 





sociation standards as to thickness of 
metal, diameters and construction. Na- 
tional Electric Products Corp., Pitts- 
burgh, Pa.—Electrical Wholesaling, De- 
cember, 1934. 


"Rawl-Drive" Expansion Bolts 


With the appearance of a bolt, yet 
driven in like a nail, these expansion 
bolts have tremendous gripping and 
holding power and provide a combina- 
tion of anchor and anchoring device in 
a single, one piece unit. Installation of 
a fixture is made simple by drilling hole 
in material, putting fixture in place, then 
driving in the “Rawl-Drive.” Body of 
bolt is sheared longitudinally through 
the center. In the same manufacturing 
operation, each side of the shear is de- 
formed in an opposite direction, result- 
ing in a bow outwards on both sides. As 
bolt is of high carbon steel, specially 


treated to secure spring properties, it 
provides spring tension of tremendous 
gripping power. Three styles of heads 





are available — round, countersunk and 
stud. The Rawlplug Co., 98 Lafayette 
St., New York City.—Electrical Whole- 
saling, December, 1934 


Fuse Clip Reinforcement 


“Universal” clip grips are designed to 
insure a positive contact between fuses 
and fuse clips. They are inexpensive and 
can be installed on present equipment 
quickly and easily without tools. After 
installation fuses can readily be replaced 
without removing the clip grips. They 
provide a saving of both fuses and cur- 
rent. Sizes are available to fit all N.E.C. 





fuses up to 60 amp. in both 250 and 
600 volt A unique design will be avail- 
able for larger size fuses soon, actor- 
ding to the manufacturer. Universal 
Sales Co., 106 E. 14th St., Kansas City, 
tai Wholesaling, December, 


Push Clip Display Carton 


This three-color display carton con- 
taining three dozen cards of push clips 
makes an attractive counter display. 
Clips are packed eight to a card and re- 
tail at 10c each. A variety of colors: 





ivory, white, old gold, dark brown, dark 
red and dark green, provide clips which 
harmonize with practically any wood- 
work finish. Justrite Mfg. Co., 2045 
Southport Ave., Chicago, Ill—Electrical 
Wholesaling, December, 1934 
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Boxlight for Window Lighting 


Designed to give high intensity illumi- 
nation, this boxlight is to be used pri- 
marily for show window lighting where 
appearance of 
lighting equip- 
ment is an im- 
portant factor. 
Unit consists of 
metal box con- 
taining three re- 
flectors adapted 
to 100 or 150 
watt lamps. Am- 
ber colored met- 
al louvres which 
conceal reflectors 
are so arranged 
and illuminated 
that, when 
viewed from a 
distance, they 
produce an opti- 
cal illusion and 
appear to be 
panels of amber 
glass. Unit may 
be mounted on 
ceiling, in large 
show’ windows, 
or placed on the 
floor as a corner 
light. Several 
units can be 
joined for producing a continuous light- 
ing strip. Size, 28%” long x 934” wide 
x 7” high. Wilson Lighting, Inc., 2387 
W. Hoyne Ave., Chicago, Ill—Electrical 
Wholesaling, December, 1934. 





Pull Socket and Canopy Switch 
for Three-Light Lamps 


This Mogul porcelain pull socket has 
a capacity of 1500 watts, 250 volts, which 
provides ample capacity for the new 
two - filament incan- 
descent lamps. Pro- 
viding a combined 
socket and switching 
mechanism. It is de- 
signed particularly 
for use with torch- 
eres and floor lamps. 
Operation is 1, 2; 1 
and 2; off. Porcelain 
canopy switch is also 
unique in that it has 
a rating sufficiently 
high to handle three- 
light lamps. Rated at 
10 amp., 125 volts; 5 
amp., 250 volts and equipped with 6-inch 
heads No. 10 C. F. wire. Dimensions 
are: diameter 
2-3/16", height 
1-7/16", and a 
mounting stem 
13/32” long. Like 
the pull socket, its 
operation is 1, 2; 
1 and 2; off. Bry- 
ant Electric Co., 
Bridgeport, Conn. 
—Electrical 
Wholesaling, December, 1934. 








Smaller Conduit Fittings 


The “EZ” line of malleable iron con- 
duit fittings can be used with 1%”, 34” 
and 1” standard conduit, either threaded 
or threadless, or with electrical metallic 


tubing. Made in all popular types and 
provided with blank covers, insulators 
and Edison base receptacles. Cadmium 





plate finish protects them against rust, 
and, inasmuch as they are of malleable 
iron, they cannot be easily broken. Fit- 
tings are somewhat smaller than the 





manufacturers’ line of “Electrolets” and, 
as the name implies, are easy to handle. 
Killark Electric Mfg. Co., St. Louis, Mo. 
— Wholesaling, December, 


Two-Circuit Time Switch 


Both the self-starting synchronous 
motor and electrically wound Model B 
time switches of this manufacturer are 
now available for two-circuit control. 
Two different sequences of operation 
can be furnished. The standard se- 
quence is: both circuits “on”; one cir- 
cuit “off”, second “off.” By reversing 
the action of the contact blades, the op- 
posite sequence is obtained; one circuit 
“on”, second circuit “on”; both circuits 
“off.” Furnished with either standard 


2 | 





or astronomical dial. Dimensions: 4%4” 
wide, 91%4” long, 33%” deep. Shipping 
weight 6% Ibs. Sangamo Electric Co., 
Springfield, Ill—Electrical Wholesaling, 
December, 1934. 


Clock and Fan Hanger Outlets 


Fan hanger outlet No. 1535 (left) is 
clamp type for mounting on standard 4” 





square outlet box and has cover with 
raised rectangular opening. Screw for 
supporting fan, locked in split bushing, 
makes a rigid vibrationless assembly. Is 
furnished with .060” brush brass plate 


and operates on 15 amp., 125 volts or 10 
amp., 250 volts. No. 1534 clock hanger 
operates on same current and receptacle 
is recessed for attachment plug cap, 
allowing clock to hang flush with wall; 
thus eliminating the usual cord connec- 
tion. Supplied complete with .040” brush 
brass plate. Pass & Seymour, Inc., 
Syracuse, N. Y.—Electrical Wholesaling, 
December, 1934 


Air-Cooled Transformer 


Designed with a complete enclosing 
case and separate compartment for pri- 
mary and secondary leads, the construc- 





. 


tion of this air-cooled lighting trans- 
former insures complete protection of 
wiring connections. Knockout holes 
provide for entrance of flexible or rigid 
conduit or, by use of a porcelain bush- 
ing, open wiring may be brought in. 
Connected to power circuits, the trans- 
former supplies 110-120 volt current for 
the operation of lamps, small motor- 
driven tools, heating appliances, etc., at 
power rates instead of lighting rates and 
also, in many cases, saves expense in 
wiring installation. Built to Underwrit- 
ers’ specifications in various ratings and 
capacities up to 20,000 volt-amperes. 
Jefferson Electric Co., Bellwood, Ill— 
Electrical Wholesaling, December, 1934. 


Service and Range Panels 


Panels with combinations of 60 amp. 
cartridge type fusible switches having 2, 
4, 6, 8 and 10 plug fusible circuits for 





lighting and other loads have been add- 
ed to this manufacturer’s “550,000” line 
of main service and range panels. The 
new panels are approved for service 
equipment and are designed for use on 
the new meter-switch-fuse wiring se- 
quence. Compactness of cabinets and 
solderless connectors save space, time 
and material when installing. BullDog 
Electric Products Co., Detroit, Mich— 
Electrical Wholesaling, December, 1934. 
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NOW that the National Housing Act has 
made possible Repairs and Remodeling 
—the Latrobe line of floor boxes are of spe- 
cial importance to all contractors. 


Because they are so easy to install, so com- 
pact and so mechanically rugged, the No. 300 
Latrobe midget floor receptacle and box and 
the No. 330 Latrobe Tom Thumb Utility Out- 
let contribute much to the low cost of re- 
wiring and of installing additional wiring. 





No. 330 Latrobe 
Tom Thumb 
Utility Outlet 

For use in wood floors, 
mantels, baseboards, 
show windows, and other 
installations free from 
moisture or mechanical 
injury. Specially de- 
signed to furnish a neat, 
compact general purpose 
outlet. 


FLOOR BOKEZ 


FULLMAN 
MFG. CO. 


wriery' laboratories for installation in wood LATROBE PA. 





No. 300 “Latrobe” 
Midget Floor Receptacle 
and Box 
The only nen-watertight floor receptacle and 
box on the market approved by the Under- 




















MANUFACTURERS OF QUALITY FLOOR BOXES AND WIRING SPECIALTIES 
Check up on the Features of this 


New Hook Handle Portable” 


Here’s a guard that is really different. It’s real \ 
practical—it’s new— it has features you can talk ¥ 
about — that will help you get orders. It has 
greater utility, safety, convenience 
and time saving value. The new open 
flat hook and socket housing are big 
steps ahead in guard construction. 








Tell Your Customers 
About the Hook Feature 


The flat, wide open hook feature 
makes this new guard at least twice 
as convenient as any other portable 
guard ever made. Hook it anywhere 
—on bench top, over a pipe, between 
joints, and this hook tends to hold 
it steady. There are scores of places 
where this larger flat hook will sup- 
port the guard, where the old style 
wire hook would not fit. 













New Strain Relief — 
Another Feature 


Stronger and easier to wire, this 
screw clamp fastener securely gripS Twelve different Hook 
the cord at the base of the handle, ee bg _ 
relieving all strain from the socket 100 Watts 
connections. 


Get a supply of our new Hook Handle Portable Guard folders 
and leave them with your customers. 


Electrical Specialities of Quality 














ESTABLISHED 1904 


VALPARAISO - INDIANA 











Live Wires from a Live Company: On 
the right is D. R. (Denny) Cohen, presi- 
dent of the Glasco Electric Co., St. Louis, 
Kansas City and Joplin. D. R. is rather 
quiet, but a good mixer and story-teller. 
Ask him about the British soldier looking 
for the pie-wagon. Sales Manager John 
Steele, our other subject, directs a small 
army of salesmen with the ease of Barney 
Oldfield at the wheel of a Duesenberg. 





Programs With Class Appeal 
Reach Upper-Income Levels 


Are radio programs with a “class” 
appeal really listened to by a “class” 
audience? Do radio advertisers shoot- 
ing at upper-income markets actually hit 
their target? It has been proven that 
people “with money” own radios. But 
do they listen to them? 


A marketing study just published by 
the Columbia Broadcasting System, pre- 
sents direct evidence to the effect that 
they do. Records of actual listening are 
analyzed for the first time by income 
levels, and the results show that “the 
more they earn the more they listen”— 
to specific programs designed to meet 
their tastes. 

“Ears and Incomes” is an analysis 
of the audience of four radio programs 
(March of Time, Chesterfield, Philco, 
Castoria) whose talent and content 
should tend to select listeners of higher- 
than-average intelligence and culture, 
consequently of higher-than-average in- 
comes. 


The “listening” data, upon which the 
study is based, was obtained from a na- 
tion-wide series of house-to-house calls 
on radio listeners. The percentage of all 
radio homes in all income levels reached 
by each of the four programs is reported 
as Chesterfield 69, Philco 65, March of 
Time 60, Castoria 46. According to 
CBS, the complete study proves that 
radio advertising specifically aimed at 
the higher income classes definitely 
reaches their ears and their incomes just 
as readily as programs of average appeal 
can reach a mass audience. 
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Department of Commerce to 
Study Waste in Distribution 


A reorganization of the Marketing 
Research and Service Division of the 
Bureau of Foreign and Domestic Com- 
merce, announced last month, will pro- 
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vide improved service for the benefit of 
retailers, wholesalers, manufacturers, 
and all other agencies engaged in the 
distribution of commodities. The actual 
reorganization is based on the recom- 
mendations of the recent report of the 
Committee on the Elimination of Waste 
in Distribution of the Business Advisory 
and Planning Council. 

The division has been organized into 
seven sections for research in the fields 
of market data, wholesale trade, retail 
trade, consumer markets, marketing 
service, trade associations, and publica- 
tion distribution. 
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Profitable Third Quarter 
Reported by RCA 


Net income of $406,189 has been re- 
ported by the Radio Corporation of 
America for the quarter ended Septem- 
ber 30. This compares with a loss of 
$525,158 for the corresponding three 
months of 1933. For the first nine 
months of the current year net income 
totaled $2,177,770, as against a loss of 
$1,793,370 for the same period last year. 


v 
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s Liniia, is BENDS AROUND. 
Tri-State Electric Visited oF JBASEBOARD 
by Safe Crackers 

Entering through a rear window with 
tools stolen from a neighboring metal 
working plant, a gang of thieves recently A nm exa mp le of how 
forced open the safe in the office of the ° 
Tri-State Electrical Supply Co., Hagers- | Wiremold smoothes all 
town, Md., and escaped with about $50 


ence? 





in cash, obstacles in this field! 
v 
oe HE great beauty of the Wiremold sys- 
British Manufacturers Form tem is that it gives the contractor A 
Servicing Company CHANCE TO USE HIS OWN GOOD JUDG- 


I To help their dealers sell more of their | MENT to the best advantage. He can utilize 
i. goods and sell them more effectively, a | his skill and experience to the utmost. 
group of phonograph, radio, and house- 


hold appliance manufacturers in Eng- Here, for instance, is an illustration of 


land has established a single service Wiremold versatility applied to baseboards. 
7 company with branches throughout the No contractor can ever tell what he will be 
country offering service and mainte- | UP 4gainst on a baseboard job—but all wise 
nance facilities, according to Business | Contractors know that Wiremold will help 











(London, July). solve the problem whatever it is. No matter what 
* a your particular 
Because dealers were, generally speak- | and the same is true of every other field of problem may be 


ing, not equipped in the best possible 
way to give the complete service which 
makes for genuinely satisfied customers, 
the manufacturers have provided this 
service company to give the dealer full 
support of the resources of the combined 
companies. The customer is thus as- 
sured of efficient maintenance from the 
time of the sale onwards, including the 
provision of stock near at hand of even 
the most rarely demanded spare part. One 
service offered by the company which 
is generally too expensive for the indi- 
vidual dealer is a check of each district 
of the cities for radio reception condi- 


tions—From Domestic Commerce for | THE WIREMOLD COMPANY, Hartford, Conn. M 


August 20. —— 


wiring practice. Wiremold wil! 
solve it nicely! 


4 | 
SE = See how snugly 
Midget can be 
made to fit on 
top of baseboard 
or on the side of 
it. Just one in- 
stance of Wire- 
mold versatility. 
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Now approved for use with 


PROTECTIVE 
SIGNALLING 
SYSTEMS 


The Underwrit- 
ers have now 
approved AN- 
SONIA bells 
for use with 
protective signalling  sys- 
tems. These bells have prov- 
en their dependability for 
the most exacting service 
applied to fire alarms, sprin- 
kler alarms, police signals, 
and any other systems 
where reliability and long 
life are de- 
manded for 
operation on 
either direct 
or alternating 
current. 





No. 642 





No. 6438 


Manufactured 


THE ANSONIA ELECTRICAL CO. 
ANSONIA, CONN. 


Manufacturers of 


ANNUNCIATORS—BELLS—PUSH BUTTONS 
WEATHER-PROOF AND SLOW-BURNING 
WIRE AND CABLE 
MAGNET WIRE—ANNUNCIATOR WIRE 
DAMP-PROOF OFFICE WIRE 
ANTENNA WIRE 


SEND FOR FREE BULLETINS 


The Ansonia Electrical Co., 
Ansonia, Conn. 








Gentlemen: 


Send me copies of your free bulletins 
and price lists of Ansonia annunciators, 
bells, and pushes. It is understood that 
I incur no obligation whatsoever. 


COMRPARY sccccccccsceccccsesssesbsccsons 


eee err rrr Sr re eee 


EW1234 














Recent Trade Literature 


Ku1ect Bros., 321 West 50th St., New 
York City.—Bulletin No. 106, 16 pp., 
illustrated, describes Klieglights and 
other studio lighting equipment and ac- 
cessories for motion picture, sound and 
commercial photography. 

WaBasH APPLIANCE Corp., 331 Car- 
roll St., Brooklyn, N. Y.—“Waco Data 
Book for Lamp Purchasers,” pocket 
size, contains simplified but technically 
accurate data designed to enable the 
average purchaser to select lamps best 
suited to particular needs. 

NATIONAL ELEctTrRic Propucts Corp., 
Pittsburgh, Pa.—‘Indistructo Rubber 
Sheathed Cables,” a four-page bulletin, 
provides specifications, data on applica- 
tions and construction details for the 


wireman and engineer. 


GENERAL ELectric SuppLy Corp., 
Bridgeport, Conn.—Catalog No. 35L, 
192 pp., covers lighting equipment for 
commercial, industrial and floodlighting 
requirements. 

C. D. Woop Exectric Co., 826 Broad- 
way, New York City.—Catalog No. 100 
describes the entire ‘““Woodwin” line of 
electrical wiring devices. 
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Federal Reserve Report 
Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of September : 

















Sept. 1934 with an 

with 

Federal Reserve Aug. | Sept. year 

Ge le Ee —- 44/+ 9.1 | +45.5 

Philadelphia ..... —32. |+15. . 
San Francisco ... | — 3.6)+14.7 
a — 3.0)+40.6 
cl ee =" TO Trer.t 








Always Ready: Whether he knows it 
or not, E. D. Braham, manager, Royal- 
Eastern Electrical Supply Co, New 
Rochelle, N. Y., is acknowledged to be 
an all-around authority on civic affairs 
and political developments and has that 
knack of always knowing what to say 
when called upon to talk. 













NEW PACKAGE 





Helps Your Dealers 


Sell 
JUSTRITE 
PUSH CLIPS! 


Justrite Push Clips are now being 
merchandised through the use of a 
new, sales-creating counter display 
carton, 
Your dealers will welcome this color- 
ful display carton—it will make sales 
for them! 
Sell your dealers — there’s an assort- 
ment of different colored clips to match 
cords or woodwork—lIvory, White, Old 
Gold, Dark Brown, Dark Red and 
Green—8 clips to a card and 36 cards 
to a carton. 
Justrite Push Clips offer you a long 
discount, good profit, and quick turn- 
over. 

Write us for our proposition today. 


JUSTRITE MFG. CO. 
2045 Southport Ave. CHICAGO 

















SHERMAN 
SOLDERING 
LUGS 


Sherman _ Soldering 
Lugs are superior to 
any others. They are 
seamless all around. 
The solder cannot leak 
out at closed end, 
making a messy job 
and wasting solder. 
Better conductivity is 
also secured. 


v 





Side Formed Lug 
U. S. Pat. No. 1440! 


In sizes 15/16” O. D. 
and up, Sherman Sold- 
ering Lugs are made 
only of seamless cop- 
per tubing of exactly 
correct gauge—made 
for the purpose. Sher- 
man Soldering Lugs 
are listed as ap- 
proved by the Under- 
writers’ Laboratories. 





Center Formed Lug 
U. S. Pat. No. 14401 


(Send for Trade Bulletin No. 6) 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICHIGAN 
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Looking ‘Em Over: John Nussdorfer, 
salesman, is showing Glenn Stewart, left, 
counter man, and R. C. Smith, stock clerk, 
a couple of new items. These fellows are 
with Michigan Brass & Elec. Co. of Lans- 
ing. 





Cleseified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 








Position Wanted 
Outside or Inside Position Wanted: 


An experienced counter man and_price 
clerk, who would be valuable to electrical 
wholesaler, desires position along this line. 
Has wide experience in the wholesaling 
business, including both inside and outside 
selling. Willing to locate anywhere. Can 
furnish best of references. Address Box 
123, ELeEcTRICAL WHOLESALING, 520 N: 
Michigan Ave., Chicago. 


Lines Wanted 


Manufacturers’ Agent: Contacting 
wholesalers and distributors in Ohio, 
West Virginia and western Pennsylvania 
would like to add a reputable line of 
major caliber. Address Box 122, ELectri- 
CAL WHOLESALING, 520 N. Michigan Ave., 
Chicago. 


Surplus Stock Bought Up: We will 
purchase your slow-moving and surplus 
stocks of electrical supplies, wiring mate- 
rial, motors, lighting fixtures, condulets, 
etc., in any quantity if the merchandise is 
desirable. Send us an itemized list and we 
will make you our cash offer. Address 
Box 121, ExLecrricaL WHOLESALING, 520 
N. Michigan Ave., Chicago. 








Profitable Line 
Insulated Wire 


for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance 
Wires 
The Holyoke Company, Inc. YW 
720 Main Street Holyoke, Mass. 











CON 


OLUW LAMPS 


Keep the full line in stock. . put 
them in your catalogue! 









4 

7 ae 

ae ome | 
2 Watt 115 Volts S14 Bulb 

Finish—Clear-Sprayed Red or Yellow 











% Watt115 Volts G10 Bulb 
Supplied in 1.0 Watt for 220 Volts 





% Watt li5 Volts 14% Bulb 
Supplied with Candelabra 
Screw Base Only 


Industrial and commercial uses for Neon 
Glow Lamps are becoming more numer- 
ous every day. They are even finding their 
way into private homes as indicating and 
night lights! Their first cost is low, and their 
low current consumption has won them 
a permanent place with many users who 
insist on making every penny count. In 
many localities, a thin dime will actually 
keep a half watt Neon Glow Lamp on the 
job 24 hours a day for a whole year! 

Standard bases make them suitable for 
regulation sockets, and they will operate 
directly from 110 volts AC or DC without 
transformers or outside resistances. No 
wonder they are becoming a standard 
lamp for use as indicators, pilot or night 
lights. 

There’s a range of sizes to fit every one 
of their hundreds of uses, and it’s a profit- 
able idea to stock them all. They are being 
consistently advertised to industrial users 
in a leading trade magazine. 

And remember this. Your catalogue is 
not complete without a listing of these 
popular, economical, many-purpose lamps. 
We make that part easy for you by sup- 
plying catalogue inserts upon request. 
Write today for full particulars to: Gen- 
eral Electric Vapor Lamp Company, 891 
Adams Street, Hoboken, N. J. 





WE DO OUR PART 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


598 Copr. 1934, General Electric Vapor Lamp Co, 











46 ELECTRICAL WHOLESALING 








“How About Kwikon” 


ask that of every 
prospect and customer 


y=. you offer Kwikon 
Fittings, you are building 


good will and prestige for your 
house on the widely recognized 
Kwikon quality. 


Quality is a basic requisite of 
Kwikon Fittings—it’s built into 
every step of their processing— 
not simply an incidental accom- 
plishment. 





TRADE MARK REGISTERED 


A MARK OF QUALITY 


High user acceptance is a natural result 
of setting quality ideals high and hold- 
ing fast to them. 


KWIKON 2: 




















WOLVERINE 
SOLDERING 
LUGS 


*Larger Contact Area 

*More Types 

*Greater Stocks 

*Underwriters’ Listed 

ee 
ne’ 







WOLVERINE SPLICING SLEEVES 


*More Types *Greater Stocks 
*Higher Capacity ai by Public 


*The “Wholesalers’ Line” 


WOLVERINE 
TUBE COMPANY 


1441 Central Avenue, Detroit 
Representatives in Principal Cities 
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YAGER'S 
has stood 
the 

Test of 
Time 


YAGERS 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


\/, pound cans........$0.50 ea. 

| pound cans........ 80 ea. 

5 pound cans........ 3.00 ea. 
Less by reshipper cartons. 








Ask for 
FREE SAMPLE 





Alex R. Benson Co. Ine. 
Hudson, N. Y. 
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refer to 
‘CELECTRICAL 
CONTRACTING’? 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 
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TAPE 
PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS 
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MANUFACTURED BY 


PLYMOUTH RUBBER COMPANY Inc. 


CANTON, MASS. U.S.A. 
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Do you need new sales stories 


”“ 





to pep up your sales? » » » 


y, 














Here's a Story 
You Can Prove 


BUSS Super-Lag Fuses have a 
super-long time-lag. 

They don’t blow as often as old 
style fuses—they won’t pop open 
on every surge or harmless over- 
load. 

They help keep machines run- 
ning—keep workers on the job— 
and prevent needless shutdowns. 

They give better motor protec- 
tion—make it possible to fuse 
nearer to the motor rating—pre- 
vent single phasing. 

BUSS fuse cases have few and 
simple parts. This makes renewal 
quick and easy—faulty renewal is 
practically impossible. 

Fuses have longer life as they 
can stand the wear and tear— 
there’s nothing to break or lose. 

Heating from poor contact pre- 
vented —charring and burning 
of cases practically eliminated— 
needless blowing of fuses is 
avoided—and fuse bills are mate- 
rially reduced. 

Judged by performance — the 
cheapest and most dependable 
electrical protection is obtained 
by using BUSS Fuses. 


Cl 

















BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 


~ M. IST of us have had the experience of get- 
ting enthusiastic over some new product and 
starting out to tell every prospect all about it. 
Sales came with ease. But after a little sales slowed 
up. The product didn’t seem to have its old appeal. 
What was the matter? 


Did the need for the article suddenly die out? 
Did the first sales story stop putting over the idea? 
Did we need a new sales story? 


Probably none of these things happened. What so fre- 
quently happens is that we as salesmen get the idea that 
after we have told a prospect the story once or twice he 
knows it or is tired of hearing it. Right there is where we 
are wrong. It isn’t the buyer who gets tired of hearing the 
story—it’s the salesman who gets tired of telling it. 


The facts are that the same story full of our original pep 
and confidence would probably have kept selling right along. 


Take some outstanding sales examples. For years and 
years we have been told that Palmolive Soap is “made of 
palm and olive oil’—or that Ivory Soap is ‘99-44/100% 
Pure’—or that Coca-Cola is ‘Refreshing’. Notice how the 
keynote story is told over and over again. The advertising 
manager may get tired of writing it but the story keeps on 
selling just the same. 


Take BUSS SUPER-LAG Fuses. Here you have a real 
story to tell. It is briefly summed up on the price sheet in 
your binder. In a word, BUSS Fuses are made to help keep 
the plant operating as well as protect the equipment. Keep 
telling that story to all fuse prospects and you are going to 
make sales. 


A good sales pointer to jot down and place inside your 
hat band might be: 


“Get a good story—tell it right—and keep telling it.” 


FUSE 


A Division of the McGraw Electric Company 























